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les kiss, illustrator. His striking interiors and exteriors 


surround the advertised product with the charm it deserves 


... point up its beauty and function. His exceptional 


work—brought to its present peak through sound training 


at the Kansas City Art Institute and by specialized 


experience in both New York and Chicago—grows daily 


in demand. One of America’s top illustrators, kiss is 


associated with kling studios in chicago, 


another outstanding artist on our staff, 


chicago—601 N. Fairbanks Ct. 


Delaware 7-0400 
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TONI FICALORA 


: 12 East 42nd Street, New York 17, N. Y. 
MUrray Hill 7-0356 





James DAmico 125 W. 45th St NY. 
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GOVERNMENT IN ART—DO WE WANT IT? 


H.R. 5136 is one of 12 bills before the House of Representatives 
to provide for the establishment of a National War Memorial 
Arts Commission. 

This bill is primarily concerned with fine arts such as “opera, 
drama, ballet, literature, architecture, motion pictures, radio, tele- 
vision, sculpture and painting.” But it involves a principle of concern 
to all art professionals, Is government participation in this field a 
good thing? Will such participation flow over into the commercial 
field and if it does will that be good? 


To some, government participation means assistance where indi- 
viduals or even groups cannot act effectively on their own. To 
others it implies interference and influence if not outright censor- 
ship. 

H.R. 5136 is 30 pages long. Too long for detailed analysis or 
comment here. We suggest that those interested pro or con, write 
Rep, Emanuel Celler, 347 House Office Building, Washington, 
D.C. for a copy of the bill. 

In essence, the bill aims to encourage “the growth and develop- 
ment of the fine arts throughout the United States . . . to increase 
the accessibility of the fine arts to the public . . . to establish in 
the executive branch of the Government a Federal agency to 
advise and cooperate with public and private agencies . 

The President, specified government officials, and fifteen eminent 
in the fine arts fields) citizens would comprise the Commission. 
lt would develop a national arts policy, make loans or grants, 
award scholarships and fellowships, operate a theater and opera 
house in the Capital, employ artists as necessary, ete. 

The bill also states that “There shall also be within the Com- 
mission such other divisions as the Commission may, from time to 


time, deem necessary.” 


The Commission also may publish fine arts information and 
cooperate and participate in international fine arts activities, For 
its first year the Commission would have $1,000,000 to get organ- 
zd, then a maximum of $20,000,000 for any fiscal year thereafter. 


Because a bill such as this can set precedents, can spread its 
nluence into the entire art field, we suggest that you send for a 
opy of it, study it carefully, and make your attitude towards it 


‘town to Representative Celler. And send us your opinion of it too, 
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FROM BLACK 
AND WHITE 














FOR FULL COLOR RENDERING FROM ANY 
GOOD BLACK AND WHITE NEGATIVE 


FOR DUO-TONE RENDERING OF PHOTOS 
THAT GIVES 3-COLOR PUNCH 


AND ESPECIALLY ADAPTABLE TO 
LITHOGRAPHY 


F lexichrome is a hand-coloring process requiring an 
artist’s handling. It follows that the place to get 
the best is an organization of artists. Boyan & 
Weatherly’s Flexichrome specialists take a back 
seat to no one! 






BOYAN A WEATHERLY, Inc. 
SEE 525 Lexington Avenue, New York 17, N.Y. 


_— I am interested in the possibilities of 
WE Flexichrome. 
HAVE NAME 
DONE COMPANY 
any ADDRESS 
OTHERS PHONE 



































business briefs 


Some of the log jam of layouts on an 
directors desks and boards is breaking 
into production and art studios, free 
lancers, photographers and letterers are 
generally noting a pickup. 

t 
Is this a recession? That is still the big ques- 
tion. Economists say a_ recession lasts 
6-18 months, affects most business and 
areas. Whatever this is, not all business 
and areas have been affected. As sug- 
gested in this column several months ago, 
the decline has been just sufficient, so 
far, to stimulate increased sales and ad- 
vertising and promotional efforts, 

% 
How long will it last? The Administration felt 
the upturn would come in March and 
implied it would use strong measures if it 
did not. So far there’s been little upturn 
in retail sales, none in employment. But 
at this writing, the late Easter was being 
blamed and Washington now says May 
is the month to watch. 


* 
April’s Fortune magazine says we are on the 
way up now. Here’s why: steel use is now 
outrunning production by 15%;  con- 
sumers are in good shape for cash or 
credit buying; car and appliance sales, 
which have sagged, are now picking up; 
unemployment is still very low for a year 
of business decline. 

e 
New York, which depends less on manufactur- 
ing than most other key cities, has been 
least affected by the business tightening. 
Although big manufacturers have _ been 
hardest hit, ad budgets are still set at 
record highs. 

a 
Are price cuts coming? Most manufacturers 
are not cutting branded lines. Instead 
they are bringing out new lines at lower 
prices. This could mean consumers will 
get a break, And there will be plenty of 
advertising and promotion to convince 
him that he is. 

* 
Printers’ Ink National Ad Index shows national 
advertising for January 1954 1% 
ahead of January 1953, So far this re- 
port, the high ad budgets, and tendency 
to introduce new lines indicate a good 
year for the ad business despite uncet- 
tainty in other quarters. 

* 
Excise tax cuts, some hope, will hike sales 
and pry loose some of Mr, & Mrs. Amert- 
ica’s tremendous savings. But Administra- 
tion critics feel excise cuts are too little, 
too late. 
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The dramatic impact which Austin Briggs pro- 
—— o ° e ° ° ° 
duced in this illustration for Good Housekeeping 
" é‘ . : ; 
> r S makes him a “must” with magazine editors, and 
one of today’s outstanding illustrators. 
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AMERICA’S 12 MOST FAMOUS ARTISTS 





























factur- 
, been . poets . 
nails Here’s Your Chance of a Lifetime to go further, do better, in 
been advertising art and illustration. Here’s an opportunity to learn to 
set at apply te your own work the techniques developed by Austin Briggs 
and his famous colleagues. 
Jon Whitcomb Stevan Dohanos : : : 
- aon, : Commercial artists from coast to coast tell of amazing progress 
crur . J . 
wana after just a few lessons in the Famous Artists Course. Send the 
lower , coupon now for the free illustrated brochure that tells how you 
s will can be trained . . . right in your own home .. . in the proven 
ity of = methods of America’s 12 Most Famous Artists. 
vince . co & ° ° * b) : “ oLs 
tasetd Vou Schenidt ae ieee aahbetien Attention, Fine Arts Painters! Whether you’ve achieved “exhibi- 
tion” status or not, a whole new money-making career may await 
stional you ... in commercial art. 
1% " 
a re- (Pare ee ae eee eS ee eae ew een eee ewenaene 
= Famous Artists Course | 
i Al Parker Ben Stahl Robert Fawcett | Studio 41 E, Westport, Connecticut | 
incer- ——— | | 
1 Please send me your free booklet on how to get to 
| the top in art. | 
sales : . | Mr., Mrs., Miss (PLEASE PRINT Age | 
+ 
i. <4 a | 
istra- 
little, Austin Briggs Dong Kingman Albert Dorne I City, Zone, State | 
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AN INVISIBLE 
“MATTE” FIXATIVE YOU CAN 
REALLY WORK OVER! 


LETTER OVER IT, PAINT 
OVER IT, DRAW OVER IT! 


At last a real matte fixative that protects artwork with 





a dead, matte finish the eye can't even see. Use it on 
all types of drawings—work over it in any medium, in- 
cluding watercolor. No more CRAWLING paint be- 
cause ACROLITE ‘'500"' leaves a tooth to work over 
afte} fixing. This is the fixative that is “SO INVISIBLE” 
we defy you to tell your artwork has been fixed. 

1F YOU'RE STILL LOOKING FOR A BETTER FIXATIVE NEXT TIME 


TRY “ACROLITE 500" .. . the brand used by LOOK, PARENTS, 
and BILLBOARD — among other magazines. 


WE BELIEVE YOU WILL NEVER GO BACK TO ORDINARY 
FIX ATIVES CAUSE THERE'S NOTHING ANYWHERE LIKE 


acrolite ‘500’ 


at art supply stores EVERY WHERE! 








0 


en a 


acrolite 


HILLSIDE, N.J. 


Also available in GLOSSY BLACK and WHITE @ BRILLIANT 
ALUMINUM and GOLD @ MATTE WHITE and BLACK... $1.89 
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tax talk 


MAXWELL LIVSHIN, C.P.A. 


CASH OR ACCRUAL ACCOUNTING. An in- 
come tax return must be either on the 
cas} basis” or the “accrual basis.” ““Cash 
basis means that all items of taxable 
incon. * actually or constructively received 
durin, the year and only those amounts 
actu paid during the year are shown. 
“Acc: ial basis” means that income is 
reported when earned, even though not 
received, and expenses are deducted when 
incurred, even though not paid within 
the taxable period. 


BUSINESS OR PROFESSION. 
law taxes a business or profession on 
its profits—not on its total receipts. 
Generally the costs which are deductible 
are the ordinary and necessary expenses 
of doing business—cost of merchandise, 
salaries, interest, taxes, rent, repairs, and 
incidental supplies. The law also provides 
an annual depreciation allowance on 
buildings, machinery, fixtures and similar 
items having a useful life of more than 


The income tax 


one year, 

In some cases, expenses are part busi- 
and part personal. Naturally the 
business part of the expenses is the only 
part deductible. Also, a “bad debt” can 
be deducted in the year in which it be- 
came worthless. Uncollected bills for 
like doctors’ bills to patients, 
cannot be deducted income 
was included in the 
this year or prior years. 

we 


CASH BASIS EXPENSES. 
ing on a cash basis should make actual 
payment of all expenses, during the cur- 
in order to secure reductions. 


ness 


Services, 
unless the 
tax return filed for 


Taxpayers opérat- 


rent year, 
In this connection, it is sometimes advis- 
able to borrow necessary funds to make 
payment in time. 


CONTROLLING EXPENSES. Certain 
can be controlled, They should be placed 
in the year in which the most benefit is 
derived. The taxpayer ~ should 
the advisability of spending money in the 
current year for repairs or decorations 


expenses 


consider 


or delaying such outlays until the year 
following, if more benefit can be derived 
later, 
me 

INSURANCE. A taxpayer 
the deduction for premiums paid for fire 
or other insurance on business property. 
He is entitled to deduct for each taxable 
the prorata portion of insurance 
premiums applicable to that year instead 
of the amount paid. 


is not limited 


year, 
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AS THE NEAREST TELEPHONE. 


Mc CULLOCH, DOYLE anp MCGOWAN 


2300 GUARDIAN BLDG., DETROIT~ 
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designer creates + produces: direct mail 





publications + catalogs + longacre 4 


80 west fortieth street,new york 18, n. y. 





JUDSON 2-4426 
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Dich 
Chenault Inc. 


17 East 48th Street 
New York 17, N. Y. 
PLaza 1-0095-6 


A COMPLETE ART SERVICE 


Including: 









Lettering 
Retouching 


Layout 
Mechanicals 


Also representing the following illustrators: 






Arne Peterson 
Carlos Richmond 
Art Seiden 

Ned Seidler 


Al Fatica 
John Hammer 


Charles Hawes 





Len Oehman 

















for Dye Transfers 


. . . that sing — for service 
as you’ve dreamed of it — 
for prices that make 

your budget smile — 


Jack Horner Color Labs ii 


23-03 45 Rd., L.I.C. ST 4-5109 



















Robert Fawcett illustrator, 
of Ridgefield, Conn. 
announces the amicable termination 


of 20 years association with 


James Monroe Perkins, 


representative 





185 madison ave., nyc 


MU 5-5958 




















letters 


12 shots a year 
Every issue of Art Director & Studio News 


is like a shot in the arm. . . very stimu- 
lating. 

Sol Sandlon 
errata 


In your article “The best in design . . . 
the best in sales”, page 32 of the March 
1954 issue, Category B (Seminar) was, 
in error, credited to Matthew Liebowitz 
as art director and artist. 

This is the correct data. Art Dircctors 
—Herb Lubalin, Andrew Schmith: Pho- 
tography—Tosh Matsumoto; Agency— 
Sudler and Hennessey, Inc.; Client-Sharp 
& Dohme. 

Fay Lash 
Sudler and Hennessey, Inc, 


What is a free lance? 

“A free-lancer” is a person who works 
for the toughest boss in the world... 
himself. This is the only boss in the world 
who can make you work around the clock, 
who throws a fit at the mention of a raise 
and who makes you hold down a job 
which should be divided among six 
strong-arm men. This is the only boss in 
the world who can skip paying you a 
week’s wages and get away with it.” 


Roy Pinney, in his 
column in U. S. Camera 





Cover designer 





Gustave Carlgren, who designed _ this 
month’s AD&SN cover, was featured as 
an upcoming artist in this magazine two 
years ago. He is now starting his fourth 
year in the advertising design department 
of Eli Lilly Co., pharmaceutical house 
in Indianapolis, He is also a free-lance 
designer. 

Carlgren was born in Munkfors, 
Sweden, in 1920, settled in Cleveland in 
1924 where he went to school. His first 
studio experience was with Manning 
Studios, Inc., Cleveland, in 1939. He 
has also been with Montgomery, Fessen- 
meyer & Ward and with Ad-Art Studios, 
both of Cleveland. 
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e * The Tighiningtfast way to use Ben-day! 248 individual patterns! Processed on 

4 s ’ adhesive-backed, thinegauge, matt-finish acetate for better, cleaner NON-GLARE 

° “ reproduction. Perfect for Quick-shading artwork for newspaper reproduction, direct 
. ™ mail pieces, posters, maps®graphs, technical drawings, silk-screen process work. 
. Standard (black) . . . and rewerse patterns (white). Just strip it on . . . burnish it 
Re down... and you see striking effects in art... right at the start! FREE Craf-Tone 


pattern chart available at ygur Craftint dealer, or write direct. 


7 CRAF:IYPE) -You WIN! 
































& 
' 8 
| * Alphabets. . -Nufherals ... Symbols... in all popular styles and type sizes! On 
° e ® ¢ transparef, self-adhering sheets. Just place... burnish down... that’s all! For 
smash headlines, for curving type, for every conceivable use and effect. Eliminates 
' 
& exBensfve fypesetting and artwork lettering! Speeds copy preparation . . . saves 
y 
& money for artists,Wesigners, draftsmen, map and chart makers, layout and pro- 
a ' 
. duction men! On méit-finish transparent sheets for better, cleaner, NON-GLARE 
e ® 
reproduction! FREE pdéttern chart at your Craftint dealer, or write direct. 
& 
e s 
% ® ® 
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Craftint 


THE CRAFTINT MANUFACTURING CO. 
1615 Collamer Ave. © Cleveland 10, Ohio 
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ROY GERMANOTTIA INC. 


1- Palen. 4 4 STREET. NE 





ETTERING BY LARRY OTTINO 


1. J. Becker Studios 


every branch of photography 
controlled Flexichromes 





480 Lexington Ave. New York 17 associates: 
eall EL 5-3696 for our representative, ° Georg Blackwell 


Gaston Baltaxe ¢ Murray Duitz 
















HISTORICAL FACTS 
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gRETTER TECHNIQUE 


quotes 


Add a simple prop 

“Consider a rose without a drop of dew, 
A model, as a rose, may be a self- 
contained beauty. But add a simple 
prop that accents her features or helps 
build a mood, and an immediate visual 
impact will be made even to the casual 
picture observer.” 


Modern Photography, 
October, discussing 
photographer Hal Reiff 


“Pretty Girl” less sales potent 


“The magical selling quality of the 
‘Pretty Girl’ occupies a more minor pos- 
tion in the battery of sales tools which 
American advertisers employed in 1953 
It is evident to anyone who studies 
the 50 advertisements, chosen from thov- 
sands submitted, that advertising tech- 
niques have changed. Humor, realistic 
photographic representation of products, 
and symbolism in art forms have moved 
into a position of dominance in today’s 
billion-dollar advertising industry 
Above all, the quality of graphic design 
and layout is responsible for the presence 
of selling success. Without soundly con- 
ceived and executed design, any adver- 
tisement fails as a sales tool.” 
Dr. M. A. Agha, AIGA President, 
commenting on showing of the 
“50 Advertisements of the Year.” 


Mass audience wants realism 
“The American public has pretty well 
defined art tastes. Unfortunately they 
don’t coincide with the personal tastes 
of most advertising designers, a fact 
which has caused much _ frustration 
among the latter group. In general, the 
public likes realistic art work, rather 
than abstract, modern or manneristi¢ 
techniques . . . Therefore, when aiming 
advertising at a broad mass audience the 
layout man is assuming a serious respon- 
sibility if he attempts to swim against 
the current in this matter.” 
Paul Smith, partner and art direc- 
tor, Calkins & Holden, Carlock, 
McClinton & Smith, addressing the 
Art Directors of Washington. 














CLEMENS GRETTER 


7 WEST 44th STREET N vy MU 2-5679 











Change of Address. Please send an address 
stencil uwmpression from a _ recent § issue 
Address changes can be made only if we 
have your old, as well as your new address 
Art Director & Studio News, Circulation 
office, 43 E. 49th St., NYC 17. 
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Jo Ltaclag Ait Diners 


Talent is the common denominator of all art studios. Intelligent direction of 
talent is a rarer ingredient, but it is essential to your satisfaction, for without 
it no studio can be dependable. 


This well-established, ably-staffed studio has earned an enviable reputation 
for com plete reliability. 
If the services of your present studios leave anything to be desired, we 


believe that you will find our standards exactly to your liking. 


Tosca Studios, 6 E. 46th St., N. Y. 17, MU 7-2172 


Cll Tosca For Fast, Fine, Cowie / 





amazing new watercolor palette you never have to clean 


You'll always have a fresh, clean working surface at 
your fingertips with Mix-eez, the disposable white plastic 
mixing cup. No more dirty palettes . . . no more messy 
wash-ups .. . whether you work with watercolors . . 
tempera . . poster colors . . retouch colors .. or inks. 


it's new! (._‘) it's for you! 


When you're through with the color . . . just throw the 
| cup away. Permanent durable plastic tray holds all- 
purpose mixing cups. 
















2 “throw-away’’ cups Look for Mix-eez at your local art supply store soon! 


Free samples available now! Just fill out and mail 
coupon! 





and permanent durable 


tray only $1.95 


patent pending | 


Regush Products Company. 505 Sth Avenue. N. Y. 17. N. Y. 


YES! I want to end messy wash-ups at once. Please send 
me my 2 FREE SAMPLES of MIX-EEZ disposable plastic 


mixing cups at no cost or obligation to me 


50 ‘‘throw-away”’ 


refills only. 98¢ 


Name 

Company 

Street 

City State 


Name of your art supply store 
Not good after June 20, 1954 
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why not Ektacolor? 


JAMES R. ROSE, OWNER, JAMES R, ROSE COLOR LABORATORIES 


“T can’t see what you have!” This is the 
usual answer to the above query made by 
buyers of color photography. Unjusti- 
fied as it may be in many cases, it has 
resulted in a great deal of resistance to a 
fine new medium in color photography, 
and an even better one for graphic arts 
reproduction. 

Ektacolor is a color negative. True, 
very little can be determined color-wise 
from the color negative before a color 
film positive or a color print is made. 
This is due to an over-all orange-yellow 
cast and all colors being recorded on the 
film as complementary to the original 
scene. The orange-yellow cast is the re- 
sult of an integral or automatic color 
correction mask incorporated in the man- 
ufacture of the film, and although 
troublesome when trying to evaluate 
coler recorded on the film, it is one of 
the things which makes this product stand 
out as one of the most promising. Excel- 
lent black and white prints may be made 
quickly by conventional tmethods from 
the color negative for purposes of crop- 
ping, composition, etc. 


Ideal for platemaking 


The color positives made from the 
Ektacolor negative in either transparency 
or print form should be used for color 
reference or guides for those concerned 
with the photo-mechanical reproduction. 
The original Ektacolor negative is used 
for the actual platemaking, thereby giv- 
ing the engraver, or lithographer all the 
advantages of a color negative. 

In effect, when the color negative is 
handed to the engraver, you are giving 
him a partially color corrected set of 3- 
color separation negatives, At this point, 
you are one step ahead of reproducing 
from a color positive such as Ekta- 
chrome, Ansco Color, etc., by eliminating 
the necessity of your engraver making 
color separation negatives. He now goes 
directly into the process of making con- 
tinuous tone separation positives from 
the Ektacolor negative. He has the added 
advantage of partial color correction, 
which is a part of every Ektacolor orig- 
inal. 

In the hands of competent graphic 


arts workers or a qualified color service 
having a working knowledge of reproduc. 
tion from Ektacolor films, superior qual. 
ity may be attained in less time at les 
cost. With purely photographic color 
correction techniques, coupled with the 
use of Ektacolor films, hand finishing or 
retouching can be cut at least 50%, a 
big saving in time and cost and a major 
step in retaining much of the _photo- 
graphic quality which usually suffers with 
excessive hand finishing. 


Stripping, photocomposing 


Stripping and photocomposing become 
somewhat simplified when working with 
color negatives. Ektacolor copies of ar 
work may be assembled in focus with 
other Ektacolor components of an ad wo 
reproduce as one unit. In cases where 
Ektachrome transparencies must be used 
in conjunction with Ektacolor in an ad, 
“conversions” of the Ektachromes to 
Ektacolor may be made to scale and 
proper reproduction standards thus al 
lowing production of an_all-Ektacolor 
copy. 

Graphic arts reproduction from color 
negative material is but one of Ekta 
color’s many uses. From large display 
transparencies of the magnitude shown 
at the Kodak Exhibit at New York’ 
Grand Central Station, to 35mm trans 
parencies and strip films, color negative 
materials have opened new fields to 
those willing to cope with some of the 
problems encountered. Dye Transfer 
color prints of unusual brilliance and 
color fidelity imay also be produced 
from Ektacolor. 

As a duplicating medium, it is ut 
surpassed. After the original color neg* 
tive has been made, any number of color 
positives may be made having “original’ 
quality, at a fraction of the cost involved 
to obtain a duplicate from Ektachrome 
or any other color positive transparency. 
which usually ends up being retouched 
in order that it achieve a “likeness” o 
the original. 

Negative-positive processes are gener 
ally in use and coming into prominence 
throughout the world. Foreign and do 
mestic manufacturers of photographic 


(Continued on page 38) 
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won't 
find 
Uranium!! 


But you can locate 
42 nationally situated 
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Illustration... 
Photographers for all 


your requirements 


BLACK STAR PHOTOGRAPHERS 


420 Lexington Avenue, New York 17, N. Y. 


LExington 2-0750 





ING! IT’S CRESCENT 


ILLUSTRATION BOARD 


WHAT A SURFACE! 


There's a 





suprise in store 


for you . if you'll actu 
ally TEST a sheet of Crescent 


ilustration Board yourself. 
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CHICAGO CARDBOARD CO. 
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x-acto’ knives...~ 


#1 K-ACTO KNIFE—60¢ 





essential 








#5 X-ACTO KNIFE—$1.20 








3 


#3 X-ACTO PEN-KNIFE—$1.00 





3 tools 





In every artist’s equip t belongs an X-acto knife. 
In addition to its constant usefulness for cutting, trim- 
ming and making mats, the X-acto knife is an impor- 
tant drawing tool. It was designed for and can be 
used in many media—scratchboard, friskets, woodcuts 


and many more art projects. 


The many different blade shapes make the X-acto 
highly versatile...and blades can be quickly changed 
to keep X-acto knives always factory-sharp—always 
ready. 





Send for booklet ‘'12 Technics for Artists’... .‘‘ include 10¢ 
to cover postage and handling. (illus., 28-page X-acto Cat- 
alog—20¢). 

48-41 Van Dam St., lL. |. C. 1, N. Y. dept. KS 





the case of 








CH. 1-5037 


+ Keith Building 


»veland 15, Ohio 


MA.1-7600 


4029 Bigelow Blvd. 
Pittsburgh 13, Pa. 





Pritt STuB_siss 


ADVERTISING ARTISTS 











AMERICA’S LARGEST 


MESSENGER SERVICE 
MERCURY 


BRINGS YOU ALL THREE 


SERVICE 
SPEED 
SATISFACTION 
AT MINIMUM COST 


MERCURY 


MESSENGER TRUCKING 
SERVICE SERVICE 


LExincton 2-6000 
MERCURY SERVICE SYSTEMS INC 
461 FOURTH’ AVENUE NEW YORK 16.N.Y 




















If it's Bound 
by Sloves = 
it's bound to be ™ 
Outstanding 
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presentations 






Algonquin 5-2552 










Fastest Service 
in Town 


= MECHANICAL BINDING CO:* INC: 
601: WEST: 26 ST. NY sty 











report of the Joint Ethics Committee 


In response to natioriwide professional 
interest in the purposes, method of opera- 
tion and accomplishments of the Joint 
Ethics Committee, JEC has published an 
informative booklet about itself. It pre- 
sents the case of the JEC, as follows: 


“In 1945 a group of artists and art 
directors in the City of New York, con- 
cerned with the growing abuses, misun- 
derstandings, and disregard of uniform 
standards of conduct in their field, met 
to consider possibilities for improvement. 
They reached the conclusion that any 
effort, to be successful, must start with 
the most widespread backing, and further 
that it must be a continuing, not tem- 
porary, activity. On their recommenda- 
tion, three leading New York art organi- 
zations together established and financed 
a committee known as the Joint Ethics 
Committee. This booklet is published in 
response to the many requests for infor- 
mation concerning the operation and 
scope of the Committee.” 


The foregoing is the introductory 
chapter of a booklet which, it is hoped, 
will be off the press at the time of dis- 
tribution of this issue of Art Director and 
Studio News. 


This booklet, written by the committee, 
designed by Bradbury Thompson, set by 
Typographic Service Company of New 
York and printed in two colors by the 
John P. Smith Co., Rochester, N. Y., is 
not only a comprehensive story of the 
committee’s operation but, as might be 
expected, a typographic gem from the 
board of a master designer. 


It will be found helpful for all who 
may be concerned with the activity of 
this very vital phase of our profession. 
It is to be distributed to every member 
club of the National Society of Art 
Directors in sufficient quantity to distrib- 
ute to their entire membership. 


The committee is hopeful of having a 
surplus of these booklets to distribute to 
artists and organizations thereof through- 
out the country who are not among the 
NSAD membership. Information may be 
had by writing to the Joint Ethics Com- 
mittee, P. O. Box 179, Grand Central 
Station, New York 17, N. Y. 
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CCA processes... 
Dye Transfer color prints for 
reproduction and exhibition 
thru 40x60” in size. 

Display Transparencies for 
exhibition thru 40x60” in size. 
Quantity dye transfer color 
prints for sales promotion and 
that “short run job”. 


Today, you and your fellow art directors 
and production managers are spending 

more money for color prints and transparencies 
than ever before. Since quality is so important to you, 


we want you to know this priceless ingredient is basic to our service. 


Joe Snyder and Gregg Usategui have formed Color Corporation of America, 
Exclusive Metropolitan 
the finest color processing available to the trade during the past ten years. Distributors 

Gregg Associates 

666 Fifth Ave., New York 19, N. Y. 
PLAZA 5-1907 


nationally known for its many firsts in color, to offer you 


Remember, when you want the finest think of COLOR by Color Corporation of America. 


The quality color service to the trade. 


photographic 


ole) MO) mm O10) 4-10), 7-48 ©), me) 111-84 Or 


laboratories 





P. O. Box 546, 610 South Armenia Ave., Tampa 9, Florida 
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177 GRAPHIC ARTS 
BRUSH 
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DYE TRANSFER 
CARBRO 
FLEXICHROME 


SPLIT-PROOF } } 3-D pve TRANSFER 
5%/ LONG TAPERED POINT > . 
FINEST RED SABLE wT COLORSTATS 


FOR WATER COLOR 
FOR FINE DETAILS te 
FOR OPAQUES AND 0] 7 
HEAVY COLOR = 
Vv. oF Blph geey 
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AT YOUR FAVORITE ART STORE | 


M. GRUMBACHER a EL-5-6740 344 E. 49 


482 WEST 34th ST., NEW YORK 1, N. Y. 
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Art Directors everywhere 
know Eric Valleau’s car illustrations 











Boul 
Fred 
For over 26 years Eric Valleau and LaDriere Studios have the 
combined their efforts year after year to produce the most out- and 
standing catalogs and car illustrations in the industry. ay 
0., 
A complete staff of 79 people, including the 11 car specialists fellos 
pictured here at LaDriere Studios, provides the craftsmanship Units 
and dependable service required by quality-conscious art directors. eleve 
mem 
has 
Penn: 
Parke 
Co., 
headquarters for automobile art for over 26 years o- 
LADRIERE STUDIOS, INC., 1700 CADILLAC TOWER, DETROIT 26, MICHIGAN for a 
his 0’ 
where 
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Boulton named AD of-the-year 


Frederick W. Boulton has been voted 
the 1954 NSAD Award. Vice President 
and Director of Creative Services for the 
Chicago office of J. Walter Thompson 
Co., Mr. Boulton was chosen by his 
fellow art directors in 18 cities in the 
United) States and Canada, One of 
eleven candidates nominated by the 18 
member clubs of the NSAD, Mr. Boulton 
has AD’d such national accounts as 
Pennsylvania Railroad, Cream of Wheat, 
Parker Pen, Swift & Co., Kraft Food 
Co., Kellogg’s Cereals, Ford, Lincoln, 
Mercury, Nash and numerous others. 
He first joined the agency 31 years ago 
for a short stay. From 1923-1931 he ran 
his own studio, rejoining JWT in 1931 
where he has been an AD ever since. 
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Artists Guild reopens fight for professional status 


With the question, “Are you an Artist or 
an Itinerant Vendor?” the Artists Guild 
of New York declared itself in the fight 
to establish recognition for the artist as 
a Professional, legally, and in the eyes of 
all concerned, 

A. Lincoln Lavine, attorney for the 
Society of Illustrators and the Joint 
Ethics Committee, Fred Rodewald, author 
of “Commercial Art as a Business” and 
director of Rodewald Associates, and 
Peter Oldenberg, designer, were the 
principal speakers, but the heat of dis- 
cussion inspired further statements by 
Harold von Schmidt, Honorary President 
of the Guild, Adolph Treidler, David 
Robinson, Harry Fisk, Jorge Mills, and 
many others. An encouraging letter and 
the petition from the famous Teague vs. 
the State of New York case of 1941 were 
sent by Walter Dorwin Teague, dean of 
Industrial Designers and charter member 
of the Guild. These were read by Vern 
Mock, president, who conducted the 
meeting, 

Mr. Lavine, long a crusader for artists 
recognition told of the historical parallel 
in the lawyer’s attainment of professional 
status, and outlined the advantages to be 
gained by such a step. Some of the ad- 
vantages would be: 

1. Establishment of clearcut standards 
as protection for the buyer, the sincere 
artist and the general public. 

2. Increased respect for the artist and 
art director for the qualities of knowl- 
edge, skill and experience that go into 
the production of high standard art work. 





3. A more equable remuneration for 
the production of creative work. 

4. Exemption from the Unincorporated 
Business Tax (in New York State, at 
least). 

5. Probable elimination of the artist’s 
role as a sales tax collector (in New York 
City or any other city with a sales tax). 

6. Exemption from jury duty. 

Mr. Lavine and Mr, Teague both ex- 
pressed their conviction that according to 
any definition of “Professional” such as: 
“A calling in which one professes to have 
acquired some special knowledge used by 
way either of instructing, guiding or ad- 
vising others or of serving them in some 
art.” Webster. 

Or “One whose duty consists of the per- 
formance of work (a) 1. requiring knowl- 
edge of an advanced type in a field of 
science or learning customarily acquired 
by a prolonged course of specialized in- 
tellectual instruction and study **** or 


2. original and creative in character in 
a recognized field of artistic endeavor (as 
opposed to work which can be produced 
by a person endowed with general man- 
ual or intellectual ability and training), 
and the result of which depends primarily 
on the invention, imagination, or talent 


(b) whose work requires the consist- 
ent exercise of discretion and judgment 
in its performance, and; 

(c) whose work is predominantly in- 
tellectual and varied in character (as 
opposed to routine mental, manual, me- 
chanical, or physical work) and is of such 
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a character that the output produced o1 
the result accomplished cannot be stand- 
ardized@; in relation to a given period of 


time; and 


d) who does not devote more than 
20 percent of his hours worked in the 
workweek to activities which are not an 
essential part of and necessarily incident 
to the work described in paragraphs (a 
through (c) of this section * * * * Section 
541.300 Fair Labor Standards Act of 
1938, U. S. Department of Labor.” . . . 


These requirements are already being 
fulfilled by the artist and the art director, 
and it is only necessary for us to insist 
on the recognition we should have. 


Mr. Rodewald, having raised the ques- 
tion and given some of the answers in 
his book, urged the artist to begin by 
increasing his own self-esteem and _ re- 
garding himself as a_ professional. He 
stated that while insistance on such things 
as more reasonable deadlines, greater 
scope for creative contribution, etc, might 
cost the artist a job here and there, it 
would in the long run give him a much 
better position and would enable him to 
regard himself and his work with far 


greater assurance, 


Mr. Mock appointed a committee to 
begin the work of assembling pertinent 
information and organizing the material 
with the view of creating an effective 
plan of action. The Guild is proceeding 
on the basis that to succeed it will need 
the combined efforts of all art and art 
directors groups as well as recruiting the 
support of as many individual artists and 
art directors as possible, not only in New 
York, but throughout the country. Any 
groups who have done work on this or 
parallel problems, any individuals who 
have information useful for this job are 
urged to supply the committee with as 
much data as possible. 


When we have a better idea of what 
will be needed, a combined meeting of all 
interested parties is expected to be called, 
and a strong, working Joint Committee 
for Professional Recognition will be 


created. 


In the meantime, all artists, art direc- 
tors, advertising or publishing executives, 
and any others who may be concerned 
are urged to think of ways in which they 
can work toward this goal which will 
benefit us all, and send the results to the 
Artists Guild, Committee for Professional 
Recognition, 129 East 10 Street, New 
York 3, N. Y. 

VERN Mock, 
Artists Guild 


20 











Fly 


"9 mare, © 


I tty 


oe 
~ 


Ce 


TWA Wins design award Trans World Airlines match book series won top award, 

the bronze “Joshua,” as the best among the 300,000 ad- 
vertisers using the medium during 1953. Match Industry Information Bureau, sponsor 
of the competition, felt that this was one of the most difficult art and production tass 


ever undertaken on match book covers. 


TWA advertising director, Henry G, Riegner, wanted an artist who could use a sik 
screen technique, though the job was to be done by letterpress, Leon Astman, staff artis 
for Display Counselors, did the job on a free lance basis. He did adaptations of th 
TWA 25-inch by 40-inch travel posters for reverse covers of the match books. As many 
as 10 colors were used for a single match book and a total of 14 different colors wer 
used for the series of six. His sketches were twice-up renderings, giving more latitude 
than match cover size work and yet keeping sufficient control to produce cleaner 
sharper colors. Camera separations were the basis for plates. The only overprintin 
was a benday overlay to darken certain colors, Depth was obtained by use of mult: 
color and a glossy Kromekote paper stock with a final varnish overprint. 

Gordon C. Aymar represented the NSAD on the 15 man panel of judges. 

Other top award winners were: The Chicago Sun-Times, Paul S. Hirt, Jr.; Marshal 
Field, AD John Moss; Swift Homes, Inc., AD Harry Moore, Rothman & Gibbons; ani 


Life Magazine, Stanley Clough. 





New Leica combines 
range-view finder 
M3, a new Leica camera model, has a 
single large. window for range and view 
finding. Seen through the finder objects 
have the same size as seen with the naked 
eye and appear with a bright-line frame 
superimposed for exact outline of the 
field covered. Parallax compensation is 
automatic even for close-ups and is 
coupled with the range-view finder. 

Other features of the M 3 are: a thread 
lock that permits rapid interchange of 
lenses, a fever for rapid, simultaneous 
film advance and shutter winding, built- 
in self timer, a hinged back for easier 
loading, a new exposure meter which 
may be coupled to the shutter speed 
dial. 

For additional information write E. 
Leitz, Inc., 468 Fourth Ave., New York. 


Rubenstein wins scholarship 
Len Rubenstein, art director for Henry 
M. Hempstead Co. and member of the 
Chicago Art Directors Club, is one of 
three recipients of Villemot scholarships 
donated by the Veritone Company, Other 
winners were Norm Perman, designer at 
Frederick Ryder & Co., and Wayne Gal- 
lagher, designer for Warren Wetherell 
Studios. Perman won the scholarship 
given to the STA and the Artists Guild’ 
went to Gallagher. 

Mr. Villemot was a speaker at the 
March luncheon of the Club. 


Guarch, Beattie aid Cancer drive 
Gerard Guarch, art supervisor, Kenyon & 
Eckhardt, and Richard Beattie, Beattie- 
Watts Studio, collaborated on a_ series 
of magazine and newspaper ads for last 
month’s Cancer Crusade. 
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Offers new photo service 
Pavelle Color Inc. now makes prints 
from s'ereo transparencies. These prints 


ible in sizes 2X (212 x 2%), 3X, 


are av: 

5X anc 8X color prints with standard 
cardbo.rd mount, either square or rec- 
tangula’. Pavelle is located at 533 W. 


57th Si, New York 19. 


Phila. studio designs stamp 
Mel Richman Studios Inc. of Philadel- 
phia have completed artwork for a new 
multicolored United States postage stamp 
to be printed by gravure. Two problems 
are involved in this venture: first of all, 
the Postmaster General wants to upgrade 
the design quality of U.S. postage stamps; 
secondly, whether the process of making 
stamps by multicolor gravure will prove 
any more expensive than hand engraving, 
which had previously been used. 

Printed samples of the design will be 
submitted for approval to the Postmaster 
General for approval. 


ASL announces summer sessions 
Woodstock classes of the Art Students 
League will begin June 2 and end Aug- 
gust 28. New York City classes will run 
from June 2 to August 27. Tuition is 
$29 per month for morning or afternoon 
classes at both Woodstock and New 
York. 

Further information about tuition and 
class schedules may be had from the ASL 
215 W. 57th St., New York. 





Strobe depicts struggle Crown Zip- 

per series 
does strobe shots in different situations 
where zippers are a problem: skirts, 
jackets, raincoats, etc. Arnold Nodiff, AD 
atK & E and his staff write a scenario 
and then shoot the ads. Photographer for 
this one was I, J. Becker. 
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Respects consumer Irving Penn, pre- 
viously on the edi- 
toriai staff of Vogue, had never done 


advertising photography. When  ap- 
proached by Carl Lins, AD at Young & 
Rubicam, to do Jell-O Pudding ads, he 
was skeptical. After a year with this 
campaign he is excited about the sales 
results. Such results mean that his re- 
spect for the consumer was justified. 

He felt the responsibility of appealing 
to the best in his audience with his pres- 
entation of a simple, practical product— 
and not a particularly romantic product 
at that. Mr. Penn believes that you can’t 
really win an audience by bullying them. 
He made the observation that ads appear- 
ing in such magazines as Life, which 
often present “long-hair” material, should 
maintain this high level appeal instead 
of lapsing into poor taste. 

Besides the respectful attitude, a con- 
sistent policy of presenting one point of 
view at a time wa’ adopted. General 
Foods kitchens did a great deal of re- 
search to help Mr. Lins and Mr. Penn 
in problems of composition, 


Knopf plans paperbacks 

Alfred A. Knopf will take a number of 
books from their basic list and publish 
them in paperback Vintage editions. 
10 books will be published every six 
months, beginning with September. Such 
authors as Thomas Mann, Andre Gide 
and de Tocqueville will be offered in 
95c editions. 

Art director Harry Ford is using top 
professional designers for the covers, The 
first ten books will be done by Alvin 
Lustig, Leo Lionni, Joseph Low, George 
Salter, Bill English, Seymour Robbins, 
McKnight Kauffer, Antonio Frasconi and 
Harry Ford. 





Hastings House develops 


ad art book program 
Hastings House, Publishers, Inc, an- 
nounces the establishing of two -new 
series of books: Visual Design Publica- 
tions and Communication Arts Books. 
The former series includes the Inter- 
national Poster Annual, 1954 edition, and 
the Graphis Annual of International Ad- 
vertising Art, 1954-55. Coming up in 
September are Staging TV Programs by 
Bob Wade and Commercials and The 
Television Commercial by Harry W. 
McMahan. 

Russell F. Neale, formerly with Pelle- 
grini & Cudahy, is publishing director of 
this series. 


Museum on wheels 

The New York State Art Teachers Asso- 
ciation is sponsoring action to start a 
mobile art museum service for schools 
in this state. The Artmobile would carry 
exhibits previously selected by the teachers 
of the area to which they are going. 
Teachers will work out guidance material 
in connection with the exhibits, 

Highly successful experiments with 
trailer museums have been carried out in 
Cleveland. 

The Teachers Association is asking for 
contributions to make this educational 
tool a reality for children in New York. 
Send checks to Artmobile Fund, Syracuse 
Museum of Fine Arts, Syracuse, New 





newly 


Richmond ADs organize .The 

formed Art 
Directors Club of Richmond, Virginia, 
elected the following officers: president, 
Ashton Mitchell (shown above), Miller 
& Rhoads, Inc.; vice president, Richard 
E. Gunn, Lindsey & Co.; secretary, Wiley 


Martin, Martin-Remick Studio;  treas- 
urer, Carol Hutzler, free lance consultant, 
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Museum buys Venice pavilion 
Museum of Modern Art, New York, has 
purchased the pavilion used for showing 
modern American art at the 27th Inter- 
national Art Biennale Exhibitions in 
Venice. It is the only privately owned 
pavilion in the famous international art 
show; the other halls are owned by the 
20 governments who sponsor exhibitions 
from their own countries. 

The. Venice Biennale is sponsored by 
the Italian government in order to bring 
together significant work in Italian and 
foreign art. An international jury will 
award prizes in painting, sculpture and 
engraving. 


Revised layout puzzles Clague 

Al Clague, BBD&O Minneapolis AD, 
was the victim of the practical joke of the 
year, While he was at the agency’s annual 
meeting, Harry Heim and Cy DeCosse 
covered his office door with lumber and 
wallboard. They even went to the trouble 
of having moulding added and the whole 
thing painted. With a table against the 
wall and a picture hung—the office dis- 
apeared. 

Undaunted, Al cut a body shaped hole 
through and went about his business. 
Unsuspecting visitors must have thought 
it was Charles Addams’ studio. 





Bird and Bottle yy wc wus 4 
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Gallery art series There will be three 
artists featured in 
the current full color series of Johnnie 
Walker Black Label ads. The Bird and 
Bottle still life by Robert Brackman is 
the first. Other painters whose works will 
appear in the ars are John Carroll and 
Charles Burchfield, Art director is Lester 
J. Loh of J. M. Mathes, Inc. (NYC). 
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Ad Agencies fight 

NYC 3% sales tax 

To help get New York City out of its 
budget dilemma .an extension of the 
City’s 3% sales tax to cover agency and 
public relations services among other 
services has been proposed. As AD&SN 
went to press a public hearing was sched- 
uled to air the proposal. 

The New York Council of the 4A’s is 
formally and vigorously fighting the ex- 
tension. A letter from Donald G. Clifford, 
Chairman of the Council and President 
of Doherty, Clifford, Steers & Shenfield, 
Inc., predicts such a tax would hurt the 
whole economy of the city, would weaken 
sales efforts since advertisers would get 
a smaller return on their advertising dol- 
lars, would reduce sales and increase 
unemployment, and would force many 
agencies to shift part or all of their 
operations to other cities. Should agen- 
cies move out, the protest claims, adver- 
tising suppliers would tend to follow 
them. The resultant loss of tax revenue 
would exceed any apparent gain from 
the tax itself. 


Consultant AD’s Organize 
To better acquaint management and art 
buyers with the role consultant ADs can 
perform in advertising and promotion, a 
group of twenty free-lancers have formed 
what is tentatively called the Consultant 
Art Directors, Assoc. These charter mem- 
bers have named Arthur Hawkins acting 
chairman; Tobias Moss, acting secre- 
tary; Hoyt Howard, acting treasurer. 
Group is still organizing and formulat- 
ing plans at luncheon meetings every 
other week. 


New Ansco equipment 

Four new cameras and accessories were 
announced by Ansco at the Master Photo 
Dealers’ and Finishers’ Assn, Convention 
in Chicago. 

The 35mm Ansco Super Regent has a 
new four-element 3.5 anastigmat lens, 
1/500 second shutter, a_ lens-coupled 
rangefinder, and sells for $89.50, The 
Super Speedex f3.5 camera has fully auto- 
matic loading and shutter speeds up to 
1/500. The range and view finders are 
combined, Price is $134.50. 

Karomat Proximeter is a new acces- 
sory for adapting the camera to close-up 
photography, The taking lens fits over 
the camera lens of the Karomat while the 
viewing lens fits over the range-view 
finder. Model I corrects the field for dis- 
tances of 19 to 40 inches, Proximeter II 
at 13 to 20 inches, both together at 
camera-to-subject distances of 10 to 13 
inches. 


D’Arcy Coke account 

moves to NYC 

The entire creative unit for Coca-Cola 
has moved from the St. Louis office of 
D’Arcy Advertising to its New York of- 
fice. Included in the move are Wilbur 
Smart, v.p. and AD, his assistant, Ernest 
G. Nunkel, Arnold Deibert and Jack 
McCullough, The move will facilitate 
handling of the account by closer contact 
with the client. 

AD Dean Coyle and two other persons 
on the Olin Industries account have also 
moved to New York from St. Louis. 

On June | D'Arcy will move from 515 
Madison Ave. to their new offices at 
430 Park Ave. 





Herder named VP Loren P. Herder, 

AD for Knox 
Reeves Advertising Inc., Minneapolis, has 
been elected vice president of that agency. 

A native of Minneapolis, he attended 
North High School, the University of 
Minnesota, and Minneapolis School of 
Art, 

He was formerly with Hutchinson Ad- 
vertising and BBD&O. After three years 
in the navy he returned to Knox Reeves 
in 1946, 


Maurer plans summer classes 
Sascha Maurer, illustrator, water colorist 
and teacher will conduct art classes dur- 
ing July, August and September at Gay- 
lordsville, Conn, Amateurs and pros are 
welcome. Classes will be from 9:30 to 12 
and 2:30 to 5 on weekdays. Tuition for 
monthly session is $80, for weekly 2! 
hour sessions, $25. 

Until July 1, when classes begin, Mr. 
Maurer may be reached at 246 E. 46th 
St., New York. 
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New products unveiled 

at 8» POPAI show 

Motien, color, sound and new materials 
were ‘\isplayed in a wide variety of point- 
of-pu: hase applications at the 8th annual 
exhib::ion of the Point of Purchase Ad- 
vertis ig Institute. 


Ne\. panoramic continuous display rolls 
are being produced by The Process Litho- 
graphing Co., Cincinnati. Rolls are up 
to 25') feet long with maximum repeat 
of a single design 4034 feet. Progress has 
developed a technique of eliminating the 
cylinder gap in continuous roll printing. 
Rolls are used for wall and counter dis- 
plays, as window banners and as hangars 
from overhead wires, as wraps around 
island displays and large cartons, as 
truck banners and to spiral around store 
columns. 

U. S. Printing & Lithographing Co. 
showed a mechanical display that fea- 
tured three sales messages, switching from 
one to another every few seconds, 


Moduline units, introduced by Struc- 
tural Display Co., Inc., Long Island City, 
N.Y., enable the user to arrange them 
quickly into different setups for trade 
shows, sales 
windows. 


meetings, counters and 








Texture and design Table top shot 
of Rice Krispies 
ready to eat gets added impact from 
yellow bananas in a many pointed shape 
against a black background, Textural 
contrasts of product, glass bowl and 
bananas was achieved by H. I, Williams. 
Art directors were Andy Armstrong and 
Norman Houk of Leo Burnett (Chicago). 
Mr. Armstrong said that the format 
of last year’s ads was so satisfactory that 
they did as little as possible to change 
it this year. 
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S.F. artists plan display file 

Milton Halberstadt has been appointed 
chairman of a Committee on Artists 
Sample Displays and Model File of the 
San Francisco Artists Club. This display 
will be along the same lines as that 
operated by Chicago, for the convenience 
of art directors and other art buyers who 
wish to get a comprehensive view of 
talent available in that area, This work 
is being timed to coincide with the Artists 
Directory being produced by the Club. 





Bold-ads launch “I feel I’ve got noth- 
French girdles ing on . . . when 
I’m in a Scandale” 


is the selling line of the Rockmore Com- 
pany’s campaign for Tru Balance Corsets, 
Inc., importers of the famous Scandale 
girdles. These Scandale-less mademoi- 
selles appear in high fashion monthlies, 
newspapers and as p.o.p. displays. 

Magenta and black wash technique of 
Tom Morrow, Summer Studios, is remin- 
iscent of French poster art. Rockmore 
AD Bernard Goldberg indicated that pro- 
motion has been most effective. 





Forum reviews art pricing 

Creative Plus Forum, on May 17, will 
thrash out the problem of “How to Price 
Artwork.” Discussion of prevailing prices 
and a challenge to square inch pricing 
will be featured. Leading art directors 
and art buyers will consider variations in 
kinds of work, effect of size, quality, rush 
work, etc. 

The Forums are sponsored by the 
Artists Guild. Meeting will be at the 
Society of Illustrators, 128 E, 63 Street, 
New York, at 7:30 p.m. 
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Gets under the surface Current cam- 
paign for 

Seamprufe, Inc. sets out to create the 
attitude in women that fashion starts 
from the inside out, says AD Bernard 
Goldberg (Rockmore Co., NYC). Ads 
are being handled on a high-fashion level 
and with an editorial flavor. Real life 
situations are stripped to the slip or night- 
gown level, and it’s done in excellent 
taste. Photography is by Robert Monroe. 
Campaign will use magazines, news- 
papers, p.o.p, displays, radio and _ fol- 


lowup mailers, 


Chicago design show 

celebrates 5th season 

From 2000 items shown during the first 
five years of “Good Design”, the Chi- 
cago Museum of Modern Art will select 
100 to be presented in the retrospective 
portion of the fifth anniversary show. 

Design directions that may be ex- 
pected to affect future American homes 
will be featured in special displays pre- 
pared by leading design schools over the 
U.S.A. This will be the first public show- 
ing of advanced design tendencies formu- 
lated by progressive teachers and students 
of this country. Displays will be prepared 
by M.I.T., Yale University, Cranbrook 
Academy of Art, Institute of Design and 
Department of Architecture of Illinois 
Institute of Technology, Pratt Institute, 
Rhode Island School of Design, Univer- 
sity of Georgia, and North Carolina State 
College. 

Exhibition opens at the Merchandise 
Mart, co-sponsors of the show, on June 
20. It will be shown later in New York 
at the Museum of Modern Art as part 
of its 25th anniversary program of spe- 
cial events and exhibitions, 
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Invisible liquor In Canada it’s the law 

that no liquor bottle 
or glass can be shown in an ad. Many 
liquor ads show the cap, neckband and 
label curved around an invisible bottle. 
Captain Morgan Rum wanted more taste 
appeal and to expand the narrow con- 
fines of the customary ads. 

Agency Harold F. Stanfield Ltd. and 
AD Harry Steinfield decided to show 
everything that goes into a drink but the 
liquor and the glass, Product identity is 
cinched by showing a large trade mark 
and bottle label. 





Redesigns swatch cards James W. 

O'Bryan, de- 
signer, had the problem of doing some- 
thing different on the Fleming Joffe 
swatch cards, but on the same budget as 
the old ones cost, The old cards had 
been single color with type and no de- 
sign. Mr. O’Bryan’s new layout has two 
colors, a minimum of type and a design 
with plenty of snap in it. 
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Armitage AD’s Vision 

Merle Armitage has been named art di- 
rector of Vision, a Spanish-language 
newsmagazine for Latin America. The 
magazine is aimed at executives, business 
men, professional men, farmers and in- 
dustrialists in the Spanish and Portuguese 
speaking countries, Mr. Armitage has 
attempted to take some of the rigidity out 
of the book by indenting captions, using 
a variety of type faces for headlines 
instead of the standard 30 pt. news 
Gothic and is adding more pictorial 
space. 

Mr. Armitage, past president of AIGA, 
was for six years AD of Look, He de- 
signed Quick, the first pocket newsmaga- 
zine. His background also includes civil 
engineering, advertising, impresario, and 
he has written some 85 books. 


writer 





Plugs seasonal use Fun - to - look - 

at Easter eggs in 
red, green, yellow and blue give a new 
twist to Milky Way. The act of eating 
an open candy bar, even by an egghead, 
has tremendous appetite appeal, John 
Howard and Ludwig Bemelmans did the 
art. ADs were Harry Cordesman and 
M. F. Agha, both of Leo Burnett Co. 
Chicago). 


Rehabilitation thru photogri:xhy 
Volunteer Service Photographers, Inc. is 
a nation-wide volunteer membership or- 
ganization to provide photography pro- 
grams for patients in military and 
civilian hospitals. The VSP services pro- 
vide instruction in camera technique, 
developing, printing, enlarging, etc. Color 
slide demonstrations, prize picture con- 
tests among patients, field trips are also 
carried on. 

For further information or to make 
contributions contact the VSP at 292 
Madison Ave., New York. 


Wildlife photography 

competition announced 

Both professional and amateur photog- 
raphers are eligible for the 1954 Wildlife 
Photographic Contest sponsored by the 
International Game Council. Winners 
will be exhibited next fall at the Interna- 
tional Exposition of Hunting and Fishing 
in Dusseldorf, Germany, 

Deadline for entries is August 1, 1954. 
Photographs must be of live, wild game: 
birds in flight, birds and small game, 
and European, American, Asiatic, or 
African mammals. Size of prints should 
be 8” x 10” or 10” x 14”. Address entries 
to Commission de la Chasse Photo- 
graphique, Conseil International de la 
Chasse, 5 Rue de Pomereu, Paris 16, 
France. 





Name got across Brief headline, no 

copy, 24 white space 
and a fashion photo have established the 
name of Jens Risom Design Inc. and 
raised their sales 20-30% in 1953. This 
approach was David Mann’s (Jamian 
Advertising, N. Y.C.) idea: to produce 
ads with the individuality of design upon 
which Risom depends to sell their con- 
temporary furniture. 


AD Jon Henry didn’t get a specialist 
in furniture photography because it was 
felt that his technique would link Risom 
to other furniture manufacturers. So they 
suggested Richard Avedon, fashion pho- 
tographer. The client approved and gave 
him complete responsibility. The one line 
of copy to be used was made to fit the 
photo. 


Campaign was so successful it will be 
continued. 
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Man out on a limb is photographer Constantin Joffé, president of Studio Associates, 


Inc. The problem: 


to get a bird’s-eye view into the new dome 


car of the Atcheson, Topeka & Santa Fe Railroad. Joffé was in turn photographed by 


one of his assistants while at work on 


Philadelphia, Pa. 


location at the Budd Red Lion Plant in 





Hits proposals 

for advertising censorship 

Cranston Williams, General Manager of 
the American Newspaper Publishers As- 
sociation, in a speech before the Georgia 
Press Institute, deplored advocates of cen- 
sorship of the press and of advertising. 
He cited several college textbooks which 
falsely accused publishers of partiality 
and newspapers of unreliability. 

Mr. Williams reported that a textbook 
entitled “Advertising at the Crossroads” 
by Dr. Max A. Geller recommends the 
establishment of an administrative federal 
bureau to regulate, supervise and control 
advertising and all of its phases and 
suggests the Federal Trade Commission 
as best suited for that purpose. 

Williams charges that teaching in our 
colleges prejudices students against ad- 
vertising. A 1953 survey among students 
at the Atlanta Division, University of 
Georgia, showed that only 3.2% favored 
no government control and 11.1% favored 
rigid control in the form of a special 
board to censor all advertising before 
publication. 


Chicago Guild publishes directory 
Artists Guild of Chicago Membership 
Directory, 1954 edition, is ready for cir- 
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culation. This 132-page book is designed 
as a quick-reference guide for art buyers 
in selecting and contacting guild members 
to handle advertising art assignments. 
Besides a classification index, there is a 
cross-reference, alphabetically listing the 
more than 600 members. Directory may 
be obtained from 162 E. Ohio Street, 
Chicago 11. 


International photography show 


Museum of Modern Art has announced 
plans for an international photography 
show on the theme “The Family of Man.” 
Exhibition will open in January, 1955 in 
New York and, addi- 
tional editions will open in Europe, Asia 
and Latin America. These exhibitions 
will circulate throughout the world for 
at least two years. 

Exhibition is open to all photographers. 
To enter, send contact prints, unmounted, 
or proof enlargements not larger than 8 
x 10 inches; no negatives. Closing date 
for entries is April 10, 1954. Published 
or unpublished photographs acceptable; 
prints are not returned; name and address 
should be on back of each entry. 

Send the above material to: The 
Family of Man Exhibition, Museum of 
Modern Art, P.O. Box 368, Radio City 
Post Office, New York 19, N. Y. 


simultaneously, 


Milwaukee's first show 

opens May 18 at Gimbel’s 
Milwaukee’s newly formed AD club is 
off and running, Its first show of local 
ad art and design will be held May 18- 
May 29 at Gimbel’s, and will include 
original art and proofs in 22 classifica- 
tions. : 

An awards dinner the evening of May 18 
at Gimbel’s 7th floor restaurant will kick 
off the show. Guest speaker will be 
Charles W. Harper, manager of informa- 
tive packaging and labeling for Sears Roe- 
buck, He will talk on ‘Merchandising 
and the Graphic Arts.” 

Show judges are Frank Cheeseman, 
vice president and AD, Ruthrauff & Ryan, 
Chicago; Stan Ekman, nationally known 
illustrator; and William W. Miller, AD 
of General Outdoor Co., Chicago. 


Officers of the club are: Ray W. Den- 
nis, president; Dick Hoffman, vice presi- 
dent; Everett Edelman, secretary; Jay 
Conley, treasurer. 





TV theme suggests Sarong girdlesTV 
magazine ad commercial was a 

movie film of 
model in black leotard and fluorescent 
girdle photographed with black light. 
Audience saw only the girdle in action 
(theme of the campaign is “The girdle 
that walks and won't ride up”). Retail 
stores showed the commercial in their 
window displays. 

Joseph Eiser, AD at Harold M. Mit- 
chell, followed the same idea for Sarong 
magazine ads. He had pictures taken of 
a model in a black leotard and girdle 
with face, hands and feet showing to sug- 
gest action. As no black light was avail- 
able, he airbrushed out the leotard to 
achieve the same effect as on the TV 
films. 
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Baltimore, San Francisco 

award FAC scholarships 
Competition winners for Famous Artists 
Course 3-year scholarships have been an- 
nounced in two NSAD clubs. 

Stephan Chan, an artist at Max Land- 
phere and Associates, has won the San 
Francisco contest. Mr. Chan is a gradu- 
ate of the California School of Fine Arts. 
San Francisco judges were Robert O. 
Bach, Link Malmquist, Louis Smawl, Jon 
Sandvick, Joseph Wallace, Stan Galli and 
Darrell Crisp. 

Joseph St. Lawrence has been declared 
the winner of the Baltimore competition. 
He will receive the full 3-year corre- 


spondence course. 


NYAD Layout winners named 
Bill Curtis of Pittsburgh, John Aron of 
East Orange, N. J., and Donald Egen- 
steiner of Westbury, L. IL. all students 
of Pratt Institute, and Charles L. Goslin, 
Attleboro, Mass., student at the Rhode 
Island School of Design, took the first 
four prizes in the Annual Layout Contest. 
Competition is sponsored by the scholar- 
ship committee of the New York AD 
Club. It is part of the Annual Art 
Directors Forum Series for scholarship 
students of art schools in the east, Five 
students from each of 14 schools par- 
ticipated. 

The panel of judges was headed by 
Bernard Brussel-Smith and Louis Donato. 


Who will be 

“Model of the Year’’? 

The New York Art Directors Club, in 
its search for the model of the year, has 
screened most of the leading models, The 
lists was weeded down to 40, after pic- 
tures of the girls and samples of the 
work they have done were studied. At a 
luncheon session club members viewed 
the 40 in person, voted on 12 from which 
the final winner will be picked. 

The 12, and their agencies, are: Rita 
Cecil, Joan Kemp, Mary Oliver from 
Frances Gill Model Agency; Joan Fether- 
ston and Jeryl Johnson from Harry Con- 
over; Dovima Horan, Plaza 5 Agency; 
Sue Oakland, Bev Salie Agency; Helen 
Olson, Jessica Paz, Nona Van Tosh, from 
John Robert Powers; Eleanor Rowley, 
Terry Thomas, from Hartford Agency. 
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Cincinnati Elects 





Retiring president, Max Wyman, hands the gavel to Frank Hule. 
feld of Frank Hulefeld Assoc., new president of the Cincinnati 
Art Directors Club, On the left is Robert Clawson, Procter & Gamble, vice president; 
and to the right is Jack Gehring, Schmitt-Moffett-Gehring, secretary and Carl Sand, 
Burton-Rodgers, treasurer. 





Baltimore sponsors 
regional ad art show 


The Baltimore Art Directors Club is 
sponsoring a Regional Showing of Adver- 
tising Art. Advertising artists and Art 
Directors from Delaware, Maryland, 
Virginia, West Virginia, North Carolina 
and South Carolina are being invited to 
participate. 

The Art Directors Award of Merit will 
be given in each of thirteen categories of 
Commercial Art and Art Direction. 

The Show is scheduled to open with 
a private preview, the evening of May 
14. May 16 will be the official opening 
to the public. As in years before, the 
Peale Museum will be the scene of 
activities. 

An Awards Dinner will be held at the 
Stafford Hotel on May 19. At this time, 
the awards will be presented by the 
judges and-an address by Mr. Carlyle 
MacLea, President of the Board of Man- 
agers of the Maryland Institute of Art, 
will be the highlight of the evening. 

The Club felt that inasmuch as Balti- 
more has many ties with the commercial 
development of the states immediately to 
the south of us, that these states should 
be included in the showing of Advertising 
Art. It is to be hoped that the work 
shown by the artists to the south of us 
will serve as an inspiration to those of 
us in Baltimore, 

According to Ted Sokolove, Chairman 
of the show, the members of the Jury 
will be chosen from advertising and art 
professions in the Baltimore-Washington 


area, 


NSAD polls members on education 
The National Society of Art Directors 
has sent to each club member a question- 
naire asking for the names of art schools 
which are turning out good artists today, 
for criticisms of the quality of student 
turned out by these schools and for rec- 
ommendations as to how the curriculum 
could be improved. 

The Committee on Education feels that 
art directors can best supply this infor- 
mation and requests that replies to the 
questionnaire be returned for their use 
in making recommendations. 


Phila. forms JEC 

The Code of Fair Practice is being im- 
plemented in Philadelphia by the recentl) 
formed Joint Ethics Committee. It is 
comprised of three members of the Art 
Directors Club—Nathan Berman, Edward 
Evans and Barry T. Thompson — and 
three members of the Artists Guild—Wil- 
liam F. Bird, William Dressler and Wil- 
liam H. Campbell. 

The JEC is set up along the same 
lines as the New York committee. Its 
plan is to promote knowledge of the 
Code and to settle any disputes arising 
from its violations. Inquiries should *be 
addressed in writing to any member of 
the committe. 


Boston to exhibit in June 

Art Directors Club of Boston annual 
exhibition of advertising and editorial art 
is scheduled for the week of June 15 to 
24 at the Boston Public Library’s gallery. 
The show will coincide with the Adver- 
tising Federation of America convention 
which will be held in Boston June 20-23. 
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show committee is headed by Stephen 
O'Leary and Jacques Dunlany, club presi- 
dent. Exhibition chairman is Roland 
Baim, Richard Johnson is in charge of 
finance, Earle Bean, publication design, 
Thomas Baker, jury awards, Henry King, 
awards dinner, and Elwood Blankenship, 


pulicity. 


chapter 


clips 


Atlanta: “Commercial Art As a Business” 

by Fred Rodewald was basis of discussion 

at a recent meeting. (See Bookshelf) 
. Club has started a new Bulletin, 


Baltimore: Second Annual Art Festival was 
held May 16. AD Club was a sponsor 
... Plans for the Regional Art Exhibition 
are underway. Show will be this month. 


Chicago: The grand new bulletin reached 
us last month. It’s 12%” x 9Y2” with a 
fine b&w layout of pix and copy, Lots of 
space is given to biographical-professional 
sketches . .. New members of the ADCC 
are: Ralph J. Delby, Jr.. Thomas L. 
Durfee, Harold L McVeigh, Edson C. 
Newquist, Robert L. Snyder — all of 
Needham, Louis & Brorby, and Joseph 
H. Ibe of Artists, Ltd. 


Detroit: 6th Annual was held April 28- 
May 30. Show will be reviewed in the 
July issue . . . New club members are: 
Earl Campbell and Roy Beaver of Fred 
Randall Co., Frank Van Dusen of 
BBD&O and Dan Yntema of Campbell- 
Ewald Co. 


los Angeles: The THING is going to be 
biggest and best yet . New additions 
to club roster: Jay Koupal, Philip J. 
Meany Co.; Eleanor Olis, Olis Studios; 
Bruce Barnes, Young & Rubicam and Bill 
L. Jong, Wilson-Beesler Studios. 


New York: 33rd Annual comes off June 8 
to June 25, They’re also voting on the Art 
Directors Model of the Year . . . 7th 
Future Generation AD’s Exhibition on 
April 1 viewed the art work of AD 
juniors at a gala Clown party. 


San Francisco: Walter Granville, assistant 
director of design at Container Corpora- 
tion, talked last month on color in ad- 
vertising and the use of the Color Har- 
mony Manual, which he helped develop. 
He is head of Container Corp.’s Color 
Standards Dept. . . . Saul Bass spoke at 
the May 14th meeting. 
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production _ 


uniform fraction styles now available on the 


Linotype; Ludlow shows two new faces; more 


bleeds for rotary letterpress now possible. 





Basic Fractions 
wYnuNRNKRMN NK Mo Ho He Ko Ho 
2 M2 Me Yn Ye Yes Ma hs Kea Ye 


Superior Figures 
‘ect et 6 


x 


Combination Values 
144, IS NZ 14 15 WI, 9 NL, «24-5, 
6 He He Yr "Mo Me hr Mo Mo Me 22 


4, 29% 31 yw, ly &% WY, yw, 4, 4, wy 
32 %o 2 44 4 %4 44 44 44 %a %a 


x 


n 
“ 
~ 


Toa %a Mos ha a Vhs *%a Vhs Me Sha Ye 
4% Ma 5X 55, 5%, 5%, OY, 8% 
Old Method 
3010 (+15; «3H % ve I% 
3012 1%) 34 % 7% 2h 
3016 2 3% % ws 2383 
3032 4 54; 1% ve 4% 
3024 3 ak is §6 3K 
New Method 
3010 1%, 3% % Me W% 
3012 1% 393, % Me 2% 
3016 2 3% % Me 2h 
3032 4 51%, % Me 4% 
3024 3 41%, 1 He 3M 














Sans serif fractions, all set with diagonal 
strokes, are now available for Linotype 
composition, Of particular interest to 
designers of catalogs and technical books, 
they can also be used for uniform presen- 
tation of fractions in advertising typog- 
raphy. 

Before Linotype universal fractions, 63 
different matrix characters were needed 
for the range 2 to 63/64, Oblique strokes 
were used for eighths, quarters and 
halves, and horizontal strokes for all 
other denominations. Figures were small 
and illegible, while the typographical 
effect was inharmonious, and typesetting 
was cumbersome with most characters 
running pi. 

Linotype’s method employs only 28 
characters and uses diagonal strokes uni- 
formly. All may be keyboarded. The sans 
serif face employed is completely con- 
temporary in style. Figure size and legi- 
bility are increased to a maximum. 

The showing compares with the old 
method that it replaces, 


‘Rhythmic 











New type styles 

A spirited script type has been made 
available on the Ludlow machine. Ad- 
miral Script was designed by R. Hunter 
Middleton, is available in 18, 24, and 
30 point sizes. 





Record 
Gothic 











Ludlow has also recently issued Record 
Gothic Condensed in a size range from 


6-48 points. 


More magazine bleeds 


Fresh out of the laboratory is a new 
system of plate lockup for rotary letter- 
presses which, when adapted by publica- 
tion and commercial printers, will make 
possible more extensive use of bleed 
pages. 

A bi-metal electrotype, developed in 
the Springdale Laboratories of Time, 
Inc. consists of a thin curved nickeltype 
mounted on a_ precurved, premachined 
aluminum segment, Thermosetting adhe- 
sive is used for the mounting. The under 
surface of the aluminium segment has 
lips which can be locked into the 
grooved cylinder surface by means of 
internally operated cylinder hooks. Since 
these plates do not require added mar- 
gins for hooks, bleeds can be used all 
over the form and in all colors. While 
this plate has been developed for rotary 
magazine work, the principle is adaptable 
to commercial rotary letterpress. 
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seattle’s 


fifth 


The 5th Annual Exhibition of Advertising 
Art of the Seattle Art Directors Group 
is currently on display at the Henry Art 
Gallery, University of Washington, It 
will be there the month of May. The show 
opened April 10 in Frederick & Nelson’s 
auditorium. It includes 149 examples of 
the best design and artwork in all media 
produced in the Seattle area. Club presi- 
dent is Harry Bonath. Show chairman is 
Durwood Lapham. 

Shown here are the six winners of 
awards for distinctive merit and some of 
the merit award winners, AD’s and artists 
winning awards but whose work is not 
shown on these papers are: General 
newspaper illustration: artist Roy Terry 
and AD Bob Eddy; Design of small space 
ad: Associate Artists; and Letterheads: 
artist, William Harcus and AD Bob 
Todd. 

The show reflects a Western freshness, 
a touch of sophistication, and increased 
technical skill, although no strictly re- 
gional art or design style is noted. The 
award winners were selected by a single 
judge, John Blew, AD for Joseph R. 
Gerber Co., Portland, Oregon. 
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1) Design of the complete advertisement 4+) Direct Mail—Color Illustration 
Fashion & style Artist: Roy Miller 
Artist: Ted Rand Art Director: Dan Snope 
Art Director: Myron Graybili Agency: The Condon Co. 
Advertiser: Frederick & Nelson Advertiser: Douglas Fir | 
2) Photograph—General Newspaper Plywood Association | 
Artist: Hans Jorgenson 5) Design of the Complete Unit—Folders 
Art Director: Myron Graybill Artist: Doug Bennett 
Advertiser: Frederick & Nelson Art Director: Doug Bennett 
3) Poster—24 Sheet Advertiser: Western Hotels, Inc. 
Artist: Ray Pederson 6) Editorial Art—Illustration 
Art Director: Ray Pederson Artist: Val Laigo 
Agency: Miller & Co. Art Director: Val Laigo 
Advertiser: Sicks’ Seattle Publication: Bamboo Magazine 


Brewing & Malting Co. 
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cont’d 





























7) Color Illustration—General Newspaper 10) Television Art—Limited Animation 
Artist: Charles Swanberg Artist: Robert Cram 
Art Director: Fred Marinacci Art Director: Jerry Gorin 
Agency: Miller and Company Producer: Modern Taiking Pictures 
Advertiser: Sicks’ Seattle Agency: Miller and Company 
Brewing & Malting Co. Advertiser: Sicks’ Seattle 
8) General Newspaper—Illustration Brewing and Malting Co. 


Artist: Bob Cram 

Art Director: Myron Graybill 

Advertiser: Frederick & Nelson 
9) Design of the Unit—Folders 

Artist: Douglas Murray 


1) Editorial Art—Photography 
Artist: John F. Vallentyne 
Art Director: Keith Kinsman 
Publication: Boeing News 





Art Director: Douglas Murray 12) Design of the Unit—Booklets 
Agency: Botsford, Constantine Artists: Harry Bonath & Assoc. 

and Gardner Art Director: Lloyd Pierce 13) Television Art—Slides and Balops 
Advertiser: Botsford, Constantine Agency: Wallace Mackay Co. Astin: Wiliiens Weeshack 

and Gardner Advertiser: Bardahl Mfg. Corp. Art Director: Marlowe Hartung 


Agency: Wallace Mackay Co. 
Advertiser: Buchan Baking Co. 








a5 = 


Whimsy, sprightliness, and solid crafts- 
manship have carried this Minneapolis 
born and reared artist a long way in a 
few years. His first formal art training 
was at the Minneapolis School of Art 
where he graduated in 1946. A two-year 
spell at BBD&O-Minneapolis was _fol- 
lowed by studies at Acadamie Julian, 
Paris, and Heatherly School of Art, Lon- 
don. While in England he free-lanced 
for Godman Studios, saw his work in 
London magazines, including a cover for 
Liliput Magazine. In 1951 he came home 
to Minneapolis and has been free-lancing 
since for such clients as General Mills, 
Hormel, Pillsbury, Minnesota Mining, 
Munsinwear, Great Northern Railway, 
Minuet Crackers, and Northern States 
Power Co. 
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“the Door is open” 





by Georg Olden—Director, Graphic Arts CBS-TV Network 
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c) 
St 
til 
Technical instructions given by Georg Olden to m 
artists doing drawings for "Studio One"... pt 
1. Work any size in any medium you choose. Size doesn’t he 
matter as long as screen proportions are kept in mind. he 
The TV screen is a 3 x 4 horizontal ratio. pl 
2. The television screen is an extremely faithful method If 
of reproduction. If your original is in blacks, whites and < 
greys, it will appear exactly on screen as it does ti 
to the eye. du 
3. Keep important elements of picture a bit away from mi 
edges. For instance, a camera transmitting an 11 x 14 
drawing will cut approximately 1%” off of all four we 
sides of the picture, So: rs 
(a) allow extraneous material to constitute this on 

“bleed”, or 

b) vignette the drawing, en 
4. Do not “Give Away” the story. I. 
5. Try, if possible, not to represent facial characteristics of uo 
leading characters in the play too definitely. If you feel ho 
your treatment of the story makes this necessary, of 
please contact me and you will be given more detailed the 
information and/or a picture of the actor or actress who evi 
will do the role. This is to avoid having too big a for 
difference between the artist’s conception of the hero or Or 
heroine and the real-life counterpart which follows, Pl: 
There are so many ways around this problem that I shc 
feel sure it will seldom arise. the 
Wi 
sco 
be 











ver since the end of World War II at 
hich time television began in earnest its 
d for supremacy as a medium of mass 
catertainment, a host of skilled craftsmen 
have come into their own through their 
ork in the new industry. Scenic de- 
gners, actors and performers of all 
kinds, writers and musicians, many of 
hom were top names in other media 
ive carved out their niche in television. 
The graphic artist alone has been the 
rgotten man, The services of the better 
ainters, illustrators, etc. have not been 
tilized in this ironically “visual” medium. 
For years I vainly sought a means of 
remedying this completely incongruous 
situation. We had commissioned David 


- — @ 


“ty * dh 


MASTER: 





Stone Martin last year to do a series of 
title background drawings for the dra- 
matic program “Studio One”. They had 
proven spectacularly successful. Perhaps 
here was the answer to the problem, Per- 
haps here was an answer to the sorry 
plight of the graphic artist in Television. 
If we could get the cooperation of other 
top artists in providing “Studio One” 
title drawings, interest on the part of pro- 
ducers and directors might be aroused 
by this use of artists and conceivably a 
large, new and lucrative market might 
be created for their works. With the wide 
coverage and impact of TV new recogni- 
tion might be gained for them via screen 
credit. 

Such cooperation was immediate and 
enthusiastic on the part of all the artists 
I contacted. The accompanying illustra- 
tions are the pioneer efforts in what I 
hope will initiate an increasing awareness 
of the unique and powerful potential of 
the graphic artist in television. We have 
every reason for optimism. After only 
four weeks of our experiment on “Studio 
One”, the producer of the “Philip Morris 
Playhouse” asked us for drawings for his 
show from now on, I have noticed also 
that other networks are following suit. 
With color just around the corner the 
scope and necessity for such material will 
be vastly increased. The door is open. 
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dd | 
Artists: 
a) Antonio Frasconi - 
b) Andrew Warhol Lv 
c) David Stone Martin with 
d) Alex Steinweiss The pl 
e) John Groth ful pr 
f) Carol Blanchard and « 
g) Rene Robert Bouche thorou 
h) Howard Mandel on, thi 
i) William Steig a whi 
j) Joseph Low engrav 
k) Edward Chavez The Pl 
to giv 
the m 
effect | 
balance 
‘ Ss A and b 
* Highlis 
‘ : are no 
often 
Pauls Apartment impres 
neutral 
* blue, ¢ 
usually 
cake w 
petizin; 
picture 
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ground 
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look w 
LY i. “B 
beaut 
g) The er 
Other artists whose work is not shown a —_ 
are: Dong Kingman, Federico Castellon, Pees REET iy 
Don Freeman, Charles Addams, Marcel DR fags tl ong 
Vertes, Fritz Eichenberg, Henry = spendin 
Koerner, Abner Dean, Sydney Hoff, the op 
Richard Lindner, Richard Taylor, recently 
Anatole Kovarsky, Julio de Diego, Jean the Pre 
Pages, Wolfgang Beck, James Caraway, chart h 
Burton Freund, and Cliff Roberts, the 33 
and inc 
informa 
listings, 
k) finished 
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“Don’t fight the printer too hard” 


Here are five examples of thin ice for the advertising and 


publication Art Director. Beware of danger. 


|. “White icing on a white cake 
with white background” 


The photographer can give you a beauti- 
ful print full of high key subtleties, airy 
and ephemeral. The client may be 
thoroughly pleased with, or even insist 
on, this delicate, pastel concoction—“it’s 
a white cake, isn’t it?”—but can the 
engraver and printer reproduce it? Never. 
The printer must use not too white paper 
to give whites and then attempt, with 
the merest pin point dots, to get the 
eflect of wispy shadows by using exactly 
balanced amounts of yellow, red, blue, 
and black. It’s too much to ask for. 
Highlight areas on any printing plates 
are notoriously difficult to control. Too 
often the slightest change in the ink, 
impression, or plates turns a lovely soft 
neutral tone into a yellow, red, green, 
blue, or dirty brown tone. The gamble 
usually isn’t worth the results. The white 
cake will probably look a lot more ap- 
petizing to the reader (and who is the 
picture taken for anyway?) if it is 
placed against a medium tone _back- 
ground and photographed with a bit of 
cross light to give texture. White will 
look whiter against something dark. 


ll. “Beautiful art—and a 
beautiful engraver’s charge”’ 


The engraver’s scale of prices contains 
a large list of frightening charges for 
involved and extra engraving procedures. 
These charges don’t necessarily mean that 
you will get a better job for the mere 
spending of more money. Quite often 
the opposite is true. WOMAN’S DAY 
recently produced an elaborate chart of 
the Presidents of the United States. The 
chart had portraits in full color of all 
the 33 presidents of the United States, 
and included a whole reference book of 
information indicated in panels, graphs, 
listings, maps, flags and sketches. The 
finished work would have to be 24” by 
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33”, obviously a complicated job. Instead 
of starting with the artist, we prepared 
a rough and then called in the best 
gravure and engraving specialists we 
could find. We discussed the job down 
to its tiniest details and followed their 
suggestions minutely in preparing the 
art work. The resultant art was nothing 
that could ever be shown in an exhibition. 
It was an awesome collection of paste- 
ups and overlays. But the finished job 
was a complete justification of the 
method, Every tone was clean, every line 
and color complete. Sometimes the 
simplest piece of art is the longest way 
around to its reproduction. Artists and 
art directors can sometimes, by insisting 
on copy that looks good framed, compli- 
cate the job for the engraver in spite of 
the best intentions. Overlays and involved 
directions are a great nuisance, but they 
yield clean cut reproduction and they’re 
cheaper, too. 


ill. “The too-thin line” 


Hair line delicacy should be left to fine 
printers working on a job press from 
copper plate originals; it’s not for high 
speed rotary production. The fine line 
is a troublemaker in either letterpress or 
gravure. Letterpress has a better cnance 
to be sure but has its special troubles. 
The fine lines break down, they chew up 
the rollers (if, as so often happens, they 
are alone in a sea of white space), they 
take the ink from the rollers so badly 
that the rollers dry. Or the printer throws 
up his hands and prints them so strongly 
that they aren’t fine lines any more. 
Gravure has its special problem. Here 
everything must be screened and even 
though the screen is very fine, it’s quite 
obvious what becomes of too fine detail. 
There is also the eternal problem of 
registration of fine lines in color. Too 
often the Art Director asks that fine type 
or detail be printed in vermilion instead 
of process red. Process red is not too 
attractive as a color, but it’s sometimes 


preferable to out of registration vermil- 
ion (RED SOLID-YELLOW 60%) on a 
small line of type. High speed presses 
are marvelously accurate but hair line 
registration on 2 point rules and 12 
point Bodoni is asking too much. 


IV. “Where does it end?” 


For letterpress the safest possible rule to 
follow is, avoid the soft vignettes. The 
feather edge, the soft, diaphanous fading 
of a blonde’s hair or a cloud may be 
quite possible on the photograph and can 
even be achieved with a retoucher’s air- 
brush, but it never goes any further. 
Everything is against good results, A 
plate must end somewhere, and _ that 
somewhere is always the division between 
so-called white paper and a_ 10-15% 
screen area making what was to have 
been a feather edge as decisive as a 
plateau. Even if you should achieve 
passable results at the beginning of the 
run, it won’t last long. The pounding of 
the presses will soon break down the edge 
of the plate and give you a fine fringe 
in place of the lovely cloud effect. Steer 
clear of vignettes and be the printer’s 
friend. Gravure gives much better re- 
sults in this problem. The intaglio plate 
with its wells for ink holds up the edge 
perfectly but even here the edge has to 
be defined by the difference between the 
white of the paper and an approximate 
tone of 10-15%—the minimum in gra- 
vure. 


V. Problem of color subtlety 


Photographs, black and white or color, 
and art work have a range of sensitivity 
far beyond the comparable range of 
printing plates. The printing process, by 
its very nature, operates most effectively 
in the middle range of color values, and 
even in this range minute gradations are 
likely to be lost, At either end of the 
scale—either too dark or too light—con- 
trol becomes a risky matter and a num- 


(Continued on page 38) 
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Art Tools and Techniques of the Reader’s Digest 


ROBERT H. BLATTNER 


Reader’s Digest has developed its own 
special procedure for producing artwork. 
The technique was developed over the 
past five years and is now smoothly op- 
erated by the 31-man staff. 


The past five years of constant experi- 
ment have finally brought forth a nearly 
perfected format and procedure for the 
Reader’s Digest illustrations of today. In 
July, 1948, multi-color printing was be- 
gun. At first the drawings were fairly 
simple outlines with color overlays of flat 
tone. Exciting possibilities began to 
emerge, however, when we started ex- 
perimenting with textured drawing papers 
and media of various sorts. Since our 
illustration consisted of from two to five 
colors, including black, it was soon found 
that careful sketches were needed in order 
that the end result would be pleasing. 


Here is a step-by-step description which 
will indicate the general procedure for 
most of the art work. 


After the manuscript is read and pas- 


illustration in miniature 

















sages are marked for possible illustration, 
the sketch is made. This first sketch—a 
rough draft—usually only strives for story 
interpretation and is but a crude notation 
to be expanded in the re-drawing. The 
more comprehensive sketch which follows 
is really a “road map” for the artist who 
is commissioned to make the finished 
drawing. This comprehensive is planned 
on the basis of a key plate (usually in 
black), and three or four Digest colors 
which have been selected from a Digest 
chart of twenty-eight special hues. 


Simulated halftone art 


Once the sketch is approved and the 
type layout for the page has been de- 
signed, an artist is selected to execute the 
finished illustration. Quite 2 few top- 
flight artists have been interviewed and 
given story assignments to render in 
multi-color overlay for the Reader’s Di- 
gest and Reader’s Digest Condensed 
Books. Some have acquired considerable 
ease in our particular medium of flat- 
color overlays. Howard Willard, James 








Alexander, Henry Pitz, Denver Gillen, 


John Holgren, Stevan Dohanos, and 
Henry Beckhoff, to name a few, began 
finding new methods of simulating half- 
tones, vignettes, and even full color effects 
through line drawings. Some of these 
achievements have, I believe, become col- 
lectors’ items. 


When the artist receives his page lay- 
out and sketch, he is asked to adhere to 
them as closely as possible. Sometimes he 
provides inventions of his own that en- 
hance the general effect. A key drawing 
is usually made on an illustration board 
in black and white. The color sequences 
are drawn on textured vinylite or on matt- 
finish acetate in perfect register over the 
key drawing, following the mood, color 
and composition of the sketch. Sometimes 
painstaking tracings are made of the color 
areas and rendered on Ross boards of 
selected texture. This latter process af- 
fords the means of obtaining halftone 
effects in line and offers very pleasing 
soft tonalities. The names of our special 
Digest colors are keyed to the alphabet, 
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and are arranged as follows: Acorn, 
Betty, Charlotte, Fox, etc. It will be 
readily seen that a completed drawing for 
any story really consists of four or five 
carefully integrated parts—no mean feat 


of juggling. 


Small size a challenge 


Some artists, noting the small size of 
our illustrations, are under the impression 
that they can render them easily and in 
a short time. We sincerely wish this 
were true when deadlines loom perilously. 
The successful men of our team will as- 
sure you, however, that the challenge of 
reduction to a small page, with the con- 
sequent limited margin of error, has made 
them most wary. Drawings reduced some 
24% to four times take on a new aspect. 
Close-packed lines merge into ugly 
masses; lines of too great delicacy break 
and disappear. Only patient trial and 
error provide the answer for our artists. 

When the drawing—with its accom- 
panying overlays for color plates—is 
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finished and approved, it is mounted on 
cardboard and checked for technical flaws 
before release to the engraver. Zinc and 
copper plates are indicated depending 
upon the quality of the line in the illus- 
tration. Upon their delivery, the engraved 
plates are immediately proved on our 
Vandercook proving press in our Art 
Department offices. Changes in color 
can be made at this point and should the 
results be disappointing, the plates are 
re-proven until a happy solution is arrived 
at. They are then shipped to the printer 
for a lock-up with the type, and press 
plates are then made from these originals. 
It has always been a source of wonder 
to us that we get such fine register and 
press work when we remember that the 
web of paper, 68” wide, on our presses, 
travels about 1,000 feet a minute, or at 
the rate of 16,000 impressions per hour. 
By careful checking, expert production 
liaison, and infinite care on the part of 
the artist, Art Director, research, and edi- 
torial staff, we seem to achieve a fairly 
high level of performance each month. 


a) 


c) Key plate in black 
d) 

















Our research staff checks every element 
in every illustration painstakingly. Our 
readers are quick to notice discrepancies 
and omissions, and are quick to write us 
about them. For instance: a subscriber in 
Sweden discovered that the costumes in 
a drawing of some ancient Vikings were 
incorrect by some two hundred years. The 
difference was really not too apparent, 
but an error, nevertheless. Mistakes of 
this nature have been kept to a minimum 
by our research team. 


Resembles book format 


There is more than meets the eye on 
a Reader’s Digest page. We are constantly 
seeking ways to refine and improve our 
work with new tools and techniques, and 
are still learning and putting into practice 
many new approaches to our problems. It 
is always a challenge to provide illustra- 
tions of lasting interest to accompany 
“Articles of Lasting Interest.” Perhaps 
this is one of the reasons why the Reader’s 
Digest resembles book, rather than mag- 
azine format in its general make-up. 


“Jordan” plate is bluish-green 


b) “Mountain” plate is purple-blue 


“Cameo” plate in dark flesh tone 
e) “Pink” plate which is light coral red 


f) Finished proof with all colors in register 


This illustration appears in the October 1953 issue 
of The Reader’s Digest, page 139, should the reader 
wish to see the finished product. 
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Water Color Set... °2.75 





“ 14 extra large square plastic pans « lacquered metal box 


transparent e brilliant e semi-moist e freely intermiscible 


dependable e¢ perfect for comps and finished art 


Your dealer has it. Ask him for other fine Talens’ products 
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TALENS & SON, INC. les) UNION, NEW JERSEY 








LuV SNISILYSAGYV 


IN LOS ANGELES 


We offer you 

the services of 

a group of the finest 
advertising artists 
in Los Angeles and 
New York 


west coast representative 


of Charles E. Cooper, inc., n. y 


FRED KOPP 


DUNKIRK 9-3118 
301 S. HARVARD BLVD. 
LOS ANGELES, CALIFORNIA 














you can go wrong in 








OSTON 


but not if you know where to go to find the town’s vop creative men 


along with a really dependable studio service 


associated artists 


296 Boylston Street, Boston, Massachusetts - 


COmmonwealth 6-7560 





(Continued from page 35) 


ber of problems arise. In the too dark 
area, letterpress printers using four color 
must restrict ink coverage to 240% out 
of a possible 400% coverage. That means 
that they have to find a means of produc- 
ing rich dark tones with approximately 
60% of the ink available. If they attempt 
to pile up more than that, the inks fail 
to trap and the result is a_ blotchy 
appearance. And in the very light areas, 
the half tone dots have a tendency to 
break down or disappear entirely. Any 
piece of art that leans heavily on either 
of these areas for its effectiveness is losing 
out on the best part of the letterpress 
wet printing process, and asking for 
trouble to boot. Subtle gradations, mono- 
tone effects, dark and moody contrasts 
are invitations to second rate reproduc- 
tions. Whereas, in the middle tones, en- 
gravers and printers have full control 
and produce their best results. Gravure 
has one exception to this—it can handle 
the full, rich tone with great success. 
Gravure can pile up full 100% ink in all 
4 colors and maintain full control. This 
is an advantage which art directors pre- 
paring art for gravure production should 
make full use of, but remember that the 
minimum effective tone in gravure is 
about 10-15%. This rules out all maneu- 
vering in extremely light areas. The 
gravure engraver must translate all thin 
tones into this minimum and consequently 
darken all the rest of the picture to main- 
tain key. 





(Continued from page 14) 
materials are producing various types of 
these processes under a number of pat- 
ents. The motion picture industry has 
been using a negative-positive process de- 
veloped by Kodak and similar to Ekta- 
color. 

Since the introduction of Kodak Ekta- 
color film several years ago, our labora- 
tories have been adapting it to various 
uses wherever possible. But it is the job 
of every buyer of photographic illustra- 
tion, looking for superior reproduction 
quality to really acknowledge and _ pro- 
mote the use of this fine new medium 
of color photography. In the not too 
distant future the use of Ektacolor and 
perhaps other negative-positive processes 
will be in as wide use as we use Ekta- 
chrome today. Perhaps its rise to promi- 
nence will come with the desire and 
demand for R.O.P. color, to which 
Ektacolor can readily be adapted 10 
produce the desired results in a shorter 
time and more economically. You have 
to “get with it”, it’s here to stay. 
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SEE THE HAND LETTERING YOU GET 
FOR $1.00 — 
A WORD! 







nemnimn toes! it Cx Naturally Wondertur Hav 


including scripts! 
24 hour service! 


Order from our FREE catalog... 
by phone... by mail...or ask for a messenger. 
No obligation to use our typography service. 


RAPID TYPOGRAPHERS, 
305 East 46th Street, New York 17, N. Y. 
MUrray Hill 8-2445 














Agency: Comart Assoc. 
Art Director: Bill Backalenick 
Client: Aero Digest 
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STICK WITH IT 
Gmunn 1g PURE WHITE NATURAL 
cai “ RUBBER CEMENT 


tees 





DISPENSERS 


10 oz. & 16 oz. 





StaSet Rubber Cement, de- 
signed especially for the artist 
and Advertising Agency, meets 
their most exacting require- 
ments. 
















Dealers of the best artist’s 
materials, sell and recommend 
StaSet Rubber Cement. 










rT PIP 





Gallons, Quarts, 
Pints, 8 oz. 





Ask your dealer for it to- 
day or write direct. 












StaSet NEW 
type replacement 
cap for 8 oz. jar 


StaSet Rubber Cement 


Gallons, Qts., Pts., 8 oz., 
4 oz. & 214 oz. Tubes 











THE MONET COMPANY 


43 South Avenue . Fanwood, N. J. 
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trade talk 


ART DIRECTION BOSTON: Jack 
Strasnick, formerly 
AD of Nathan A. Miller Advertising, joined 
the art staff of Silton Bros., Inc CINCIN- 
NATI. Alfred Cugat to AD of Rowe & 
Wyman INDIANAPOLIS: A. Raymond 
Brinkman, AD of Calwell, Larkin & Co 
named vice president LOS ANGELES 
Western Advertising Agency named Ken- 
neth E. Black AD MONTCLAIR (N.J.) 
Lee Demarest Jr. from AM with Montclair 
Times to AD, H. David McKinney Co 
NEW YORK: Jack Allen, Y & R, is assist- 
ant AD on the Jell-O account. He was 
referred to as Jack Anthony in the Jell-O 
animal campaign caption in April 
Martin Rosenzweig has been appointed 
associate art director of Industrial Design 
magazine A. Joel Robinson, AD at 
David D. Polon Advertising, upped to 
v.p Richard S. Ackerman to v.p. and 
AD of Irving R. Levine Foote, Cone 
& Belding named ADs James Monley 
and Louis Menna art supervisors 
Peter Loesser to associate AD of Calkins 
& Holden Gerry Amari to AD of 
the New York Herald Tribune Richard 
S. Ackerman from Dowd, Redfield & 
Johnstone to v.p. and executive AD, 
Diamond-Barnett, Inc Lionel Kalish, 
former AD of C. K. Kondia, to the art 
department, Alfred Auerbach Charles 
Lenox Blodgett to AD of William Nicosia 
Advertising Raul Mina Mora has 
joined the Technigraphic Company as 
an AD Also at Technigraphic is 
Berchman S. Conway, now v.p,;; he was 
AD at Geare Marston Robert Myers 
to AD for Lohmeyer, Adleman & Mont- 
gomery Fawcett has suspended pub- 
lication of Today's Woman, setting free 
AD C. Edward Cerullo and his assistants, 
Ella George. Hjordis Andersen. Clifford 
Johnson, and Cynthia Rockmore 
SAN FRANCISCO: Allen Walker is AD 
at Frank Wright National Corp... . ST 
LOUIS: Harry R. Sparling named AD at 
Oakleigh R. French & Assoc 
TORONTO: K. Armand Flint, formerly 
with Cannon-Hicks now AD at Stewart- 
Bowman-Macpherson Ltd 


ART & DESIGN BOSTON: Chuck 


7 Cronin has _ joined 
Associated Artists as contact man 
CHICAGO: Bruce Beck is a 4-time win- 
ner in the recent STA awards. That's 
quite a haul N. W. Ayer & Son 
added Patrick F. Hudson to the art 
bureau Ken Schmid Studios received 
first award from the Artists Guild for its 
ad in the 1954 directory . Bill Randall 
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trade talk 


of ephens Biondi DeCicco and wife 
Maxine made front cover of Chicago 
Dai!y News Roto section in -their cos- 
tumes worn at Artist's Guild affair. Bill 


was dressed as a convict and Maxine as 
a ball-and-chain NEW YORK: Paul 
Rabut, illustrator, is being represented 
by Stephan Lion Inc. Roy Doty and 
his representative, Sy Green, spent most 
of Monday, March 29, on the phone. 
They were explaining to those who saw 
Doty's fine-line illustrations of furniture 
styles in the previous Sunday's New 
York Times. “How come,” the curious 
asked, “just chairs and tables and desk; 
and no people?” “It was probably the 
first Doty without people,’ explains Roy 
The Times wanted some furniture draw- 
ings with a different look to them and 
called me."’ Doty’s detail-free line tech- 
nique suited the clean lines of the sub- 
ject matter just fine Designer Her- 
man Zuckerman and artist's rep Paul 
Sherry have formed Scope Art at 4 W 
40th Hal Zamboni Associates has 
added artists Ken Duskin, Alan Fliesler, 
Warren Poppiti and Henry Kam 
Letterer Ben Smolen spoke at the Studio 
Workshop on business ethics concerning 
the lettering profession . art dept. of 
Alfred Auerbach Associates has added 
Lionel Kalish and Owen Scott... George 
Kaftan now with Dick Chenault Inc. as 
sales representative Ross Art Studio 
now at larger quarters at 126] Broadway 
Irvine Kamens had a showing of his 
oils and watercolors in March at the 
Coward Salon John J. Kaufman 
elected President, Transparencies, Inc 
John P. Riley is VP Russell Patter- 
son Associates at 44 W. 77 formed by 
Mr. Patterson and Michael Ellis 
Robert Fawcett and James Monroe Per- 
kins have ended their business associa- 
tion. Mr. Fawcett will serve his clients 
from his Ridgefield, Conn. studio 
Edwin B. Kolsby named Graphics Editor 
of American Artist Magazine. He will 
continue to handle production of the 
magazine Cartoonists & Illustrators 
School is awarding $19,225 in scholar- 
ships to 13 high school seniors and 17 
C&I students this Spring The United 
States Pavillion at the 27th Venice Bi- 
ennale International Art show, just pur- 
chased by The Museum of Modern Art, 
will exhibit approximately 27 paintings 
by Willem de Kooning and about 35 
works of Ben Shahn. Show opens June 
19 CBS-Columbia was given the 
Aword of Merit by the Associated Busi- 
ness Publications PHILADELPHIA: 
The Technigraphic Company is now 
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trade talk 


known as Graphics, Inc. At Feigen- 
Baum & Werman Advertising Samuel 
Ciccone has joined the art dept. . 
Thomas E. Yerxa. N. W. Ayer & Son, 
won the S. J. Wallace Truman Prize of 
$500 in the 129th Exhibition of the Na- 
tional Academy . SAN FRANCISCO 
William Condeff and Walter Moreno to 
the art staff of Foster and Kleiser . . 
ST. LOUIS: Cassell-Watkins-Paul Galler- 
ies had a showing of work by J. C. 
Leyendecker SUMMIT (N. J.): Ciba 
Pharmaceutical Products was awarded 
11 certificates of excellence at the AIGA 
Design and Printing for Commerce exhi- 
bition. Ciba promotional work was de- 
scribed in July 1953 AD&SN . 


AGENCIES BALTIMORE: Gilbert Sand- 
ler Advertising to 338 E. 
25th St BOSTON: R. D. Northrop Co. 
and Bennett, Walther & Menadier Inc. 
combined to form Bennett & Northrop, 
Inc. . . . CHICAGO: William Douglas 
McAdams opened in Chicago as Mc- 
Adams Associates, 737 N. Michigan Ave 
. Lew Sanders has formed his own 
agency at 6 E. Monroe St... . DALLAS: 
Moffett-Sheppard Advertising has opened 
at 5004 Ross. Was known as Jerry Molf- 
fett Advertising . . . DENVER: Ted Levy 
Advertising to 316 Wilda Bldg. 1441 
Welton St. . . INDIANAPOLIS: H. L. 
Ross Advertising now at 614 N. Delaware 
. NEW ORLEANS: Tracy-Locke Co. 
opened at the Texaco Bldg... . LOS 
ANGELES: Crossley & Jeffries moved to 
its own bldg. at 6456 York Blvd... . 
MINNEAPOLIS: Addison Lewis Co. moved 
to 1807 Lyndale Ave., S. . George M. 
Decker, Gordan Anderson, Richard P. 
Jones and Gretchen Thomas formed 
Keystone Advertising Agency at 711 
Lake St... . MONTCLAIR (N. J.): Donald 
S. Jones is president of new agency, 
Josephson. Gulick & Cuffari .. . NEW 
YORK: Triad Advertising formed at 62 
W. 47th St... . Etinger Advertising to 
38 E. 57th St. . . . Ralph Leroy Lenhart 
formed his own agency, Lenhart Ad- 
vertising at 210 Fifth Ave... . Lennen 
& Newell to 380 Madison Ave. , 
Melvin A. Hoffman, Inc. opened at 15] 
E. 50th St... . Malcolm Advertising is 
new agency at 16 W. 40th St. 
Compton Advertising Inc. moved to 26] 
Madison Ave. .. . Dorance & Co. now 
at 126 E. 37th St... . Lawrence Peskin 
Advertising to 250 W. 57th St... . Charles 
J. Charney Assoc. moved to 101 W- 55th 
St. . . . Seymour L, Katz now at 1225 
Broadway .. . Product Services Inc. to 
17 E.°45th St. . . . Victor North and M. 


Seklemian, both of Dowd, Redfield & 
Johnstone, joined Mitchell WerBell to 
form WerBell, Seklemian & North at 420 
Madison Ave. .. . PHILADELPHIA: John 
T. Hall opened his agency at 1512 Wal- 
nut St... . Abner J. Gelula & Associ- 
ates to Wilford Bldg. 33rd & Arch Sts 
. ROCKVILLE (Ill.): Cummings, Brand 
& McPherson to 2929 N. Main Rd... 
SAN FRANCISCO: Stan Stanislaus, for- 
merly with Reuben H. Donnelley, opened 


his agency at 593 Market St. in the 
Balboa Bldg. . . . Frank Paul Newton 
Advertising to 9 Sutter St . DiMarco- 


van Loewenfeldt Associates dissolved to 
form separate agencies under the princi- 
pals ... SEATTLE: Ohiser Advertising 
formed at 2014 Third Ave. . .. ST. 
ALBION (Mich.); Rumsey & Associates 
opened at 219!/2 S. Superior St... . ST. 
LOUIS: Al King Advertising is a new 
agency at 7818 Forsyth Blvd... . Lynch 
& Hart Advertising Co. formed .. . Rut- 
ledge & Lilienfeld Inc. opened at 317 N. 
Eleventh St. and at 121 W. Wacker Drive, 
Chicago . . . Plessner & Johnson Inc. 
opened in the Humboldt Bldge. 
SYRACUSE: Spitz Advertising to 530 Oak 
St... . TOLEDO: A. E. Gross has opened 
the Gross Co... . Mariva Industrial Ad- 
vertising opened at 39 S. Walter St, 
Springfield . . TORONTO: Cockdield, 
Brown & Co., Ltd. to 185 Bloor St. E. 
Eastburn-Diegel Advertising opened a 
branch office .. . VANCOUVER: Ellis Ad- 
vertising to 407 W. Cordova St... . 
WINDSOR: Ross Roy of Canada Ltd. 
opened in the Canadian Trust Bldg. ... 


ADVERTISING Julian F. Warren 
PROMOTION named SPM and di- 
rector of advertising 

at the Coleman Co. Wichita, Kans. Le- 
land C. Ginn becomes merchandise mgr 
.. William L. Whitcomb to AM of Glass 
Fibers Inc., Toledo; was AM of Weis Mig. 
Co. . . . Magnavox Co. named Ellis L. 
Redden director of advertising and SPM 
. Betty Barclay to AM of 6 stores of 
Spiegel Inc., Chicago .. . Kenneth D. 
Myers, AM of American Coating Mills 
Division, Robert Gair Co., Chicago, is 
now also ad director .. . Frank H. Fisher 
upped to AM and SPM, Gibson Refrig- 
erator Co., Greenville, Mich. .. . Thomas 
F. Maschler promoted to merchandising 
gr., H. R. Basford Co., San Francisco 
. Franklin Bell, formerly ad director, 

is now in charge of advertising and pub- 
lic relations for Heinz Co.'s international 
business. Arthur Dimond becomes di- 
rector of the U.S. ad program . . . Mason- 
ite Corp., Chicago, advanced James H. 
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Hurley from assistant AM to AM. Free- 
man E. Fish becomes SPM . Joseph 
R. Roberts to AM of Aeroquip Corp., 
Jackson, Mich. . . . Robert J. Burkhardt, 
formerly with U.S. Rubber is now AM of 
Elgin Corp. . . . Alexander Flandreau 
from Pitney-Bowes to SPM of Olin In- 
dustries .. . Bruce H. Holmstrom upped 
to AM and SPM, Dahlberg Co., Minne- 
apolis ... J. H. C. Anderson, formerly 
assistant AM, has been promoted to AM, 
Orange Crush Ltd., Toronto Edmund 
I. Eger becomes v.p. in charge of adver- 
tising, Admiral Corp Arthur L. Dow- 
ling to ad director for M. W. Kellogg 
Co. .. . Kenneth J. Mason to promotion 
director of Everywoman’s Magazine. Was 
with Crowell-Collier Herbert M. 
Golden to ad and promotion director, 
Turner Hall Corp. . Mrs. Marylin Cot- 
tone to AM of Yardley & Co George 
Smooke to AM of Brumberger Sales 
Corp. . Mortimer Berkowitz Jr., for- 
merly of Woman's Day is AM of The 
New York Post Arnold Ferber to AM, 
Reliance Mfg. Co Jacob Evans to 
ad and promotion director, N.B.C 
Robert A. Casey, formerly with Time, is 
now promotion mgr., Vogue magazine 
Laurence W. Scott to consumer products 
AM, Westinghouse Electric Richard 
R. Adams to merchandising mgr., Welch 
Grape Juice, Westfield, N. Y 


CAMPAIGNS A lot of tha’ “biggest 
ever’ campaign stuff 
we've been reading about is starting to 
break in the papers and magazines 
7-Up Co. will spend $4,500,000, double 
last year's figure. Summer budget of 
Zonolite Co., Chicagc, is double last 
year's schedule. American Can Co, is 
now breaking its first consumer ads since 
1935. Eastman Kodak Co. is starting its 
springtime drive earlier than usual... 
Philip Morris has a new copy slant. It 
will be shouting about its new “zipper 
pack” which has a small tab making 
it easy to open and expose cigarettes 
and can be pushed back to keep tobacco 
fresh and prevent it from cluttering up 
your pocket or pocketbook Multi- 
page ads got another boost when hard- 
ware companies took 50 pages in SEP 
to open Hardware Week .. . Wexton Co., 
N. Y., has prepared biggest ever cam- 
paign for Jackson China Co. and its Val 
St. Lambert line . Parker is now in 
the ball point pen field .. . Lanolized 
Inc. is pushing process for lanolizing 
hosiery . . . $2,500,000 will be spent by 
American Pfaff Co. in 1954 sewing ma- 
chine drive .. . another new product 
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creating new promotion is Bio-Band, an 
adhesive bandage impregnated with 
antibiotics. Selvage, Lee & Chase is han- 
dling for McKesson & Robbins Mel- 
drum and Fewsmith, Cleveland, has 
evolved heavy drive for Republic Steel 
Kitchens. Will use magazines, local 
newspapers, radio and TV room air- 
conditioners expect a big season. Mitch- 
ell Manufacturing Co. push is being 
steered by A. Martin Rothbart, Chicago 
Telechron Clocks is doubling last 
Spring's drive new cigarettes to be 
promoted inciuded Winston (R. J. Rey- 
nolds) at popular prices, and Riggio To- 
bacco Co.'s new Cort. Both are filtered 
L&M’s meanwhile have come down four 
cents a pack, and Viceroy’s continue 
heavy in demand, short in supply .. . 
Paper Mate Pen will spend $4,500,000 in 
1954 Lewyt Corp. is using full color 
for first time ICA premium gasoline 
with additive is being pushed by Ash- 
land Oil & Refining Co., Ashland, Ken- 
tucky cartoons by Richard Decker 
are being featured in Kentucky Tavern 
ads, Glenmore Distilleries. Will run in 
color in national magazines, in b/w in 
newspapers Willys Motors is open- 
ing 1954 drive with $1,000,000 push in 
newspapers, magazines, posters, radio 
, This is 50th anniversary for Royal 
Typewriter Co. Ad budget is 20% over 
previous high McGregor Sportswear 
David D. Doniger Co., is doubling its 
ad budget for the Fall Douglas 
Laboratories Corp. Coppertone suntan 
oil, will promote heavily through Tally 
Embry, Miami new model Schick 
electric razor now being pushed heavily 
in magazines and on TV 


PHOTOGRAPHY Gaston Baltaxe 
now sales rep for 

I. J. Becker Studios, N. Y. C Jack 
Ward Color Service newsletter for 
photographers recently discussed emul- 
sion speed and color balance. To be on 
mailing list, write the Co. at 694 Third 
Ave., NYC 17 Museum of Modern 
Art established the Edward Steichen 
Photography Fund for the purchase of 
photographs for the Museum collection 
Association of American Railroads 

has issued .“Railroad Photos. Old and 
New” than 150 
sample photos designed to help design- 
ers and illustrators. Address of the AAR 
is Transportation Bldg., Washington, D.C 
Kodak production and employment 

was up in 1953 American Society of 
Magazine Photographers presented the 
Bob Leavitt Award to Alexy Brodovitch 


which contains more 
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and Ernst Haas .. . Lou Weintraub, direc- 
tor of public relations of Pavelle Color, 
is an honorary deputy commissioner of 
borough works, Manhattan ... 


MEDIA Quick died for the second time 

after its March 17 issue. Tri- 
angle Publications bought the pocket 
sized newsmagazine name from Cowles 
last year. Circulations had dropped to 
400,000 from 1,300,000. Quick was an ad- 


less bi-weekly Gotham Life, metro- 
politan guide, after 49 years in hotels, 
hit the newsstand last month The 


Advertising Specialty Counselor, pub- 
lished by the Advertising Specialty In- 
stitute, Phila., bowed last month. Format 
is §'/, x 11. Circulation consists of manu- 
facturers and jobbers in the ad specialty 
field . . . Two new magazines, The 
Prescriber and The Prescriptionist, are 
being published for the West Coast by 
Bernard Zerbe. (P. O. Box 9189, San 
Diego 9) East of Fifth is a new 
weekly newspaper being published for 
residents of Manhattan’s uptown east 
side. Publisher, Lawrence A. Benenson, 
is at 18 E. 4lst St 


TELEVISION Recent appointments at 

Kling Studios: J. Ed- 
ward Reich, to director of the scenario 
division; Charles Waxberg to art assist- 
ant in the motion picture-TV art division; 
Edwin T. Morgan to director of produc- 
tion .. . Richard W. Dodderidge has been 
named TV director for Bruce B. Brewer 
& Co., Minneapolis Gerald Kidolis 
to TV director for Lloyd Johnson Adver- 


tising, Cal. . . . Richard Harian Miller 
to director of public relations for TV 
Programs of America W. C. Lederer 


named SPM, TV and broadcast receiver 
division, Bendix Aviation Corp., Balti- 
more . Edwin A. Wilhelm appointed 
executive in charge of TV and radio 
dept., Maxon, Inc, N. Y. C. : 
Henry Bowes to SPM and Edward M. 
Bland to AM, TV division, Philco 

Admiral elected Edmond I. Eger v.p. in 


charge of advertising Robert C. 
Alexander to v.p. in charge of radio-TV, 
Ward Wheelock Co., Phila Arthur E. 


Duram elected v.p. in charge of national 
TV and radic operations, Fuller & Smith 
& Ross, N. Y. C. Bill Fromm has joined 
NBC spot sales as TV promotion super- 
visor 


PRODUCTION Ray Pauli is new 

president of the Ad- 
vertising Agency Production Men's Club 
of Toronto. Other officers are Harry 
Templar, Ist v.p.; R. C. Morgan, 2nd v.p; 





H. Wood, treasurer; and C. R. Horsley, 
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dlaynes~Provost Studio’ 
18 EAST 41 STREET, NEW YORK 17, N. Y 

LExington 2-5579 
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trade talk 


ecretary Margaret Wood. tormerly 
with Pacific Stationery & Printing Co., 
has joined Showalter Lynch Advertising 
Agency, Portland, Ore., as production 
manager T. M. Lomolak, previously 
with Montgomery Ward, is PM, Axelsen 
Advertising, Denver Raymond A. 


Menzl. PM of James Thomas Chicago Co 
is taking on added duties as production 
control mgr Joe Walsh is with Swain 
Advertising, Whittier, Calif., as general 
assistant and production head Frank 
J. Tozzi to the Rockmore Co. as member 
of the production dept John Berg- 
lund, formerly with Abbott Kimball Co 


to Ruthrauff & Ryan as production head, 


L. A Roland Gray joined Meldrum 
& Fewsmith as production man in the 
Cleveland office Joseph Goodwin 
from Donahue & Coe to PM of Campbell- 
Ewald, N. Y. C Earl Pollins from L 
Bamberger to Levy Advertising, Newark, 
as PM The Houston Chronicle has 


begun using 9 pt. Corona on a 10 pt 
slug for its news columns. It's the first 
in Texas and the 3rd in the country to 
use this type size for news 


EXHIBITIONS Associated American 
Artists: May 10-22, 
Arnold Blanch, new paintings; May 17- 
29, George H. Cuneo, paintings; May 24- 
June 5, Doris Lee, portraits of personali- 
ties and gouches; June 8-3C Art Directors 
Club of New York, Annual Show 
Cooper Union: April ]5-June 11, historic 
and modern enamels A. I. Friedman: 
May, Vern Mock, industrial, architectural 
and travel illustration; June, Augus' 
Mosca, paintings Greenwich Village 
(home of Frank Didisheim, 48 E. 10th 
St.); May 3-16, outdoor sculpture exhibi- 
tion with works by Sidney Gordin, Ib- 
ram Lassaw, Louise Nevelson, Jose de 
Rivera and Helena Simkhovitch 
Moore Institute of Art, Science and In- 
dustry (Phila.): May 28-August 27, Stu- 
dent Show Museum of Modern Art 
(NYC): May 19-Aug. 1, Jacques Lipchitz 
retrospective of sculpture; thru June 6 
Vuillard, retrospective of paintings and 
prints; thru June 20, Faces and Figures, 
75 drawings; thru June, Japanese House 
designed and built by Junzo Yoshimura 
Museum of Modern Art (Chicago): 
June 20 to 1955, Good Design Exhibition 
John Myers Gallery: thru May 20 
Herschel Levit, one man show, painting: 


and drawings New York Public 
Library: thru June 16, Six Centuries of 
German Book Illustration Photo- 


lettering Alphabet Gallery: Frank Bar- 
tuska, lettering and package design 
Jane Reece Galleries (Dayton, Ohio 
Jack Rau, watercolors 








New Harylbook. on 
Publication, Layout! 


AN INVALUABLE COMPANION 
AND SOURCEBOOK FOR 
EDITORS AND LAYOUT MEN 


by Kenneth B. BUTLER, author of 
EFFECTIVE ILLUSTRATION 


“= BUTLER TYPO-DESIGN 


BOx 324, MENDOTA, lilinois 








How Advertisers Use Photg-Reports 


A> 
np 





Illustrated booklet describes how 
Sickles gets pictures and reports 
for Advertisers and Editors 


Send for free copy 
SICKLES 
Photo-Reporting Service 
38 Park Pl., Newark, N. J. 
MArket 2-3966 











mo stock 

high prices 

slow deliveries 
discourteous service 


BUT 


still serving commercial art 
after 35 years... 


SARA wareriacs 
ARTISTSF—L_MA Se 


40 East 28 Street - New York 16, N. Y. 


MUrray Hill 3-2962-3 
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wi at’s new 


sTOOl EASEL. Combined stool and easel 
whic! is portable, lightweight and easy 
to se up. Stool seat and easel measure 
14” x 14”. $12.50 F.O.B. N. Y. C. Tonell 
Disp!. y Co., 640 Broadway, Brooklyn. 


SLIDE *ROJECTORS. Viewlex has introduced 
three new combination 2% x 2% and 
2x 2 slide projectors. Model V-5 is 150 
watts, convection cooled, $54.50; Model 
V-53 is 300 watts, motor fan cooled, 
$69.50; and Model V-55, 500 watts, is 
motor fan cooled and costs $89.50. 


FOUR CAMERAS IN ONE. The new Bertram 
24, x 3 % Press-Type Camera has four 
lenses one of which views as the eye does 
f/3.5 105 mm), one as a telescope would 
{/5.5 180mm), and two which take a 
panoramic photo (f/6.8 65mm and f/3.5 
75mm). 


ART SUPPLY CATALOG: 144 page pocket 
size catalogue of art materials put out by 
the Lewis Artist Supply Company, De- 
troit, has illustrations, descriptive informa- 
tion and prices covering everything for 
the artist, draftsman, sign writer and 
craftsman. 


ART BOOKS: Higgins Ink Co. offers as a 
set their six art books: Technical Illus- 
tration, Color Digest, Techniques (with 
Pen and Brush), Lettering, Cartooning, 
and Projects. $9.00 from Higgins Ink, 
Brooklyn, N. Y. 


MEMO KiTS: A kit containing specially de- 
signed pads, pencils with special ends for 
phone dialing, and emory boards (for 
when the switchboard isn’t busy) is being 
distributed gratis by “Mercury Service 
Systems, Inc.” For your kit phone 
Mercury at LE 2-6000 or write to Public 
Relations Dept., Mercury Service Sys- 
tems, 461 4th Ave., New York 16, N. Y. 





Quality Art Materials 


a 





A. 1. Friedman ix. 


§ East 49 St., NewYork 17 
aza 9-5400 © 
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TYPE SHOWING. One-line type showing of 
every type face and the point sizes in 
monotype and foundry type available at 
J. M. Bundscho, Inc., 180 N. Wabash 
Ave., Chicago. Copies are available on 
request. 


FLUORESCENT PENCIL. Newest fluorescent 
product at Norco Manufacturing Co. is 
the Blacklight fluorescent pencil. Avail- 
able in one color, white-green, it is in- 
visible on white or light surfaces but will 
fluoresce a brilliant green when activated 
by Blacklight. Seven inches in length, 
pencil has 3/16” lead compounded of a 
wax and stearate base. For further in- 
formation, Norco is at 392 Bleeker Street, 
New York 14. 


ILLUMINATOR. New Kodak transparency il- 
luminator 10 x 10 features rigid spectral 
and luminance characteristics. Both color 
and brightness have been held to firm 
standards to achieve proper color balance 
for viewing color transparencies. It is 
made of plastic with translucent Plexi- 
glas and a special blue glass filter. For 
sizes up to 8 x 10. $14.50. 


CAREER BRIEFS is a four-pager published by 
Pratt Institute, Brooklyn. Its January 
issue contains a Brief on Package Design 
with b&w illustrations. Publication is an 
educational service for high school coun- 
selors and their students. Schools and 
libraries may be added to the mailing list. 


ART-O-GRAPH, a vertical art projector, is 
said to have the following advantages: 
scales to pin-point accuracy, renders 
drawings directly from projected images, 
renders difficult perspective easily, elim- 
inates photostats for scaling, low-cost, 
time-saving. Takes any size copy up to 
11 x 11. Enlarges up to 4 times and re- 
duces to less than 4 original size. For 
further information write to J. A. Engel, 
Inc., 624 Syndicate Bldg., Minneapolis 2, 
Minn. 


POCKETFILM DIRECTORY. Contains more 
than 1,200 addresses of film distributors, 
agencies, representatives in the New York, 
Chicago and Los Angeles areas. “The 
1954 Pocketfilm Directory of Videofilm” 
is a supplement to current issues of Vid- 
eofilm magazine. Available on request 
from Videofilm Publications, 1462 N. 
Stanley Ave., Hollywood. 


ARF POLICIES. Advertising Research Foun- 
dation, 11 W. 42 St., New York 36, has 
issued a booklet describing their objec- 
tives and policies. Copies may be obtained 
on request. 





. The most versatile 


|The most versatile 
Stock Color Files 
you've ever seen!| 


you've ever seen! 


Animals 


Children 









City Views 


Farming 


Florals 


Girls 





Historical 


Human Interest 








Landscapes 


Paintings 
(Religious and 
Non-Religious) 


Sports 





Clix 
MU. 76112 
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bookshelf 


The AD&SN bookshelf makes it easy for readers 
to buy, at list price, the best books of current interest 


to the art professional and advertising manager. 


NEW THIS MONTH 


78. Design for Artists and Craftsmen, Louis 

Wolchonok. 1280 design ideas. Aim of book 
is to accustom the eye to seeing designs in 
everyday objects and to learn to use the imagi- 
nation in developing these designs for all me- 
diums of art. Deals with designs in geometric, 
human, animal and flower shapes. Text and 
illustrations show step by step methods of sim- 
plification and composition. $4.95. 


79. Commercial Art as a Business. Fred C 
Rodewald. Handbook for artists, art buyers 
and artists’ representatives. Defines problems of 
time, written orders, breaking down a job into 
logical steps, deadlines, model and prop fees 
and other factors that are a source of friction 
between artist and buyer. Legal aspects are 
explained, financing, bookkeeping and tax mat- 
ters discussed. Markets for commercial artwork 
and tips on selling are offered. Includes the 
Code of Fair Practices of the Joint Ethics Com- 
mittee and the code of ethics of the American 
Association of Advertising Agencies. $2.95. 


ANNUALS 


69. Graphis Annual of International Advertising 

Art 1953-54. Edited by Walter Herdeg and 
Charles Rosner. 734 fully captioned illustrations 
of the best in poster, magazine, newspaper, and 
direct advertising, as well as book jackets, al- 
bum covers, trademarks, letterheads, packaging, 
calendars, Christmas cards and television. Printed 
in 6 languages. $12.50. 


45. Penrose Annual 1953, edited by R. B. 

Fishenden. A review of what's new in the 
Graphic Arts, general, technical articles, docu- 
ments, illustrations in color. Fine reference 
piece. $8.50. 


5 International Poster Annual—1952. Edited 

by W. H. Aliner. Illustrates hundreds of 
carefully selected examples of the year’s out- 
standing poster art from 25 different countries. 
180 pages. $10.00. 


68. 32nd Annual of Advertising and Editorial 

Art. Published for the Art Directors Club 
of New York. Just published. A record of the 
best in American ad and editorial art and of 
graphic trends. A valuable visual swipe file. 
$10.00 


70. U.S. Camera, 1954. Edited by Tom Maloney. 

A collection of outstanding photographs 
from all over the world representing every phase 
of photography. $7.95 


41. Modern Publicity, edited by Frank A. Mer- 

cer. An international annual of advertising 
art with 600 illustrations from 27 countries. A 
survey of international ad art cross- 
currents. $8.50 


visual 


TYPOGRAPHY, LETTERING 


59. The Studio Book of Alphabets. 67 complete 

specimen alphabets, some type, some hand 
drawn, covering a wide range of styles. Foun- 
dries noted. $2.00. 
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66. Three Classics of Italian Calligraphy. An 

unabridged facsimile edition of the writing 
books of Arrighi, Tagliente and Palatino, great 
16th century calligraphers. Introduction by Oscar 
Ogg. Bibliography by A. F. Johnson. Plates 
were reproduced from the original books in 
the Newbury Library. $3.95. 


SWIPE FILES 
19. 750 Designs, Borders, Backgrounds, Tints 
and Patterns, H. B. Coffin. All illustrations 
can be cut out or copied without permission. 
$4.50. 
20. Idea File, H. B. Coffin. Shows wide variety 
of basic practical layouts for folders, 
pamphlets, self-mailers, etc. $1.50. 


50. 5000 Helpful Pictures of architecture, 
beasts, birds, flowers, fowl, fish, costumes, 

inventions, tools, weapons, musical instruments, 

and vehicles, foreign and familiar, present and 

past. $3.00. 

51. 3000 Pictures of Animals, Reptiles, Fishes 
and Marine Life. Photographs, prints, and 

drawings of hundreds of species. $3.00. 

52. 3000 Pictures, grouped according to classi- 
fication from Agriculture to Zoology. In- 

cludes diagrams and dictionary style legends. 

$3.00. 

53. 3000 Photos and Drawings of Birds. $3.00. 


24,000 
wide 


60. Picture Encyclopedia. 164 pages, 
illustrations, mostly line drawings, 
variety of subjects, legends. $15.00. 


71. Design Motifs of Ancient Mexico. Compiled 

by Jorge Enciso. 766 line drawings of 
ancient Mexican art. Designs based on flowers, 
birds, fish, animals, human figures, geometric 
forms. Black, red and green are used in draw- 
ings. $3.95. 


TELEVISION 
31. Designing for TV, Robert J. Wade. Text 
plus 200 illustrations tell TV artist about 
scenic design, art direction, title and graphics, 
makeup, costuming, preparing for production, 
commercials, story-boards, and staging. $8.50. 


57. The Handbook of TV and Film Technique, 

by Charles W. Curran. A_ non-technical 
guide on film production costs, methods, and 
processes for executives and lay readers. Includes 
standards for programs and commercials, charts, 
diagrams and a glossary of motion picture 
nomenclature. $3.00. 


72. Television Advertising and Production Hand. 

book. Settel Gienn and Associates. Com- 
prehensive, practical introduction to advertising 
and production in TV. Each chapter written by 
specialist in his field. Contains dictionary of Tv 
terms and describes visual aids for TV. $4.50, 


75. Techniques of Television Production. Rudy 
Bretz. Text book of television equipment 
and techniques. For production man, director, 
producer and workers in various departments, 
such as graphic arts and costume. Gives infor- 
mation in all phases of television production 
so that each specialty may function with more 
cooperation and understanding. $10.00. 


WINDOW DISPLAY, PACKAGING 


67. Package Design. Ladislav Sutnar. 545 illus- 

trations with brief running commentary. 
Emphasizes the force of visual selling, the 
marketing appeal of the soundly designed pack- 
age. $9.75. 


58. The Drama of Display, visual merchandis- 

dising and its techniques, by Jim Buckley. 
Begins with simple, elementary designs and how 
they apply to the display of merchandise and 
includes an analysis of its mechanics, methods 
and techniques. Many illustrations supported by 


legends. $10.00. 


ART 


54. The Science of Color, prepared by the 

Committee on Colorimetry of the Optical 
Society of America. Traces the use of color by 
prehistoric man, through the Roman civilization. 
Technical and theoretical accounts of color, 
includes 25 color pages, diagrams and graphs. 
Excellent reference for students and profes- 
sionals. $7.00. 


73. Folk Art of Europe. Bossert. 72 plates in 
full color, 16 in half tones illustrating over 
1500 examples of design in textiles, tools, 
furniture, metal work, ceramics, embroideries, 
rugs. $17.50. 


76. Survival Through Design. Richard Neutra 

A noted architect’s philosophy of archi- 
tectural design for the more human biological 
and psychological needs of our times. Advocates 
for the designer tangible observation instead of 
abstract speculation. $5.50. 


COPYFITTING 


42. Streamlined Copy-fitting, by Arthur B. Lee. 

58-page manual has character count for 
more than 1350 faces, including caps and small 
caps. All necessary scales on one master gauge. 
$4.95. 


GENERAL 


74. American Slogans, 1952-53, William Sun- 

ners. 13,000 slogans and phrases intended 
to help advertiser and agency determine what 
slogans are already in use and to give new 
ideas. Includes British slogans and others. Listed 
alphabetically under divisions with source of 
slogan in each case. Complete index. $7.50. 


ART DIRECTOR & STUDIO NEWS 
43 E. 49th Street, New York 17, N. Y. 
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Please send me, postpaid, the books corresponding to numbers circled below. 


5 19 20 31 41 42 45 


60 66 67 68 69 70 71 
orders shipped postpaid. No C.0.D.’s. Add 3% sales tax with orders for 


5/54 All 
New York City delivery. 
Name and Firm a 


Address_ 
City = 
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If you want a book not listed, send your order and we will try to get it for you. 
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Where a MAT finish is 
desirable —try the new 


MATVAR-53 





am 
~ 


sau} 
Sf 





Provides a durable mat finish for varnished 
er unvarnished paintings. Ready to use— 
easy to apply. A colorless, clear synthetic 
resin varnish, quick drying. May be used 
over oil, tempera, or water color paintings. 
At your regular artist material dealer. 


Write for technical data. 


F. WEBER CO. 


Manufacturing Artists’ Colormen since 1853 
OIL * WATER «+ TEMPERA « PASTEL 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 




















| 


years erperience in 


COLOR 


CARBRO, OYE TRANSFER. FLEXICHROME 

















specializing in montage 


7... PRINTS ING. 








18 East 49th Street, New York 17 
Nicholas Langen, President Plaza 3-3911. 





Kurt H. Volk, Inc. 


TYPOGRAPHERS 


228 East 45th Street 
New York 17,N.Y. 








FOR BRILLIANT INTENSE TONES 
DR. PH. MARTIN'S 





RADIANT CONCENTRATED COLORS 


perfect for pen, 
brush, or airbrush. 
Dealers write — 
on ARONSTEIN & CO. 
28 149th ST., FLUSHING, N. Y. 
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book notes 


TECHNIQUES OF TELEVISION PRODUCTION. 
Rudy Bretz. McGraw-Hill. $10.00. 


Textbook of television equipment and 
techniques: camera handling, audio prob- 
lems, studio effects, graphic materials, 
special effects, scenery, make-up, lighting, 
etc. For production man, director, pro- 
ducer and workers in various depart- 
ments, such as graphic arts and costume. 
Purpose is to give information in all 
phases of television production so that 
each specialty may function with more 
understanding and cooperation. 


FIFTH ANNUAL OF ADVERTISING AND EDI- 
TORIAL ART. The Art Directors Club of Toronto. 
Skira. $6.50. 

In addition to the complete illustration 
of the 1953 Art Directors Show, the edi- 
torial section contains a collection of 
stimulating articles written by leading ad- 
vertisers, art directors and designers. 


THE ARTIST AND THE LINE, A Lexicon of Line- 
ology. Adelard A. Gendron. Exposition Press. 
$3.00. 

The science of lineology with an alpha- 
betical dictionary of terms useful to the 
artist. Detailed analysis of lines and their 
use in art work. 


DRAWING AND PAINTING SEASCAPE SHIPPING 
AND WATERSIDE SCENERY. David Cobb. Pit- 
man Publishing Corp., $7.95. 

166 page guide to drawing and painting 
in various media. Analyses water move- 
ment and reflections, ship structure and 
their movements. Profusely illustrated 
with b&w drawings and several color 
photos. 


THE TECHNIQUE OF FILM EDITING, compiled 
by Karel Riesz for the British Film Academy. 
Farrar, Straus & Young. $7.50. 

A practical guide book to students and 
professionals alike. Is a symposium of 
views of a committee of ten distinguished 
film makers of the British Film Academy. 
Heavy with illustrations and text from 
actual films, showing how they were 


edited. 


FOLK ART OF EUROPE, Helmuth Th. Bossert. 
Frederick A. Praeger. $17.50. 


A collection of folk art from all over 
Europe, from Portugal to the Caucasus, 
from Lapland to the Greek Isles. Covers 
every taste and mood, textiles, embroid- 
eries, tools, furniture, metal work, ce- 
ramics, leather, cloth applique, etc. There 
are more than 1500 illustrations, mostly 
in full color. Reproduction is excellent. 


Book is 934” x 131%”. 











REPRODUCTION 
COMPREHENSIVES 
SALES PORTFOLIOS 
DISPLAY, ETC. 


Precise scaling, strip- 
ping, plus color correc- 
tion to meet the most 
critical requirements. 
Duplicate color prints at great savings 
in time and cost. K&L personnel, 
equipment and technique geared to 
cope with the most complex problems. 


Call or write for FREE 
16 pg. handbook contain- 
ing useful color informa- 
La tion, prices and data on 
1S additional K & L celor 
a services: 


e EKTACHROME PROCESSING 
e@ DUPLICATE TRANSPARENCIES 
e FLEXICHROME, MATRICES 
e SEPARATION NEGATIVES 


The Complete Color Service 


Kurshan élang 


L. ZOREF,, associate 
10 E. 46 St.,N. Y. 17, MU 7-2595 
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RALPH TORNBERG inc. 
advertising photography 


1780 BROADWAY. CORNER OF 57TH ST. 
NEW YORK 19 e COLUMBUS 5.5864 





Joseph Torch 


for the Studio Trade 
“The Best for Less’’—Framing & Matting 


CHelsea 3-3534 1? W. am St. 


(Near 7th Ave.) 























sales help. With broad experience 
in servicing agencies and direct 
accounts in varied fields we have 
earned a reputation for high stand- 
ards in both service and quality. 


In our efforts to obtain competent 
sales help we are willing to offer 
considerably more than the normal 
studio commission arrangements. 
While we are interested in someone 
with established accounts, it is not 
essential — potential is our primary 
concern. Box No. 1500, Art Director 
& Studio News, 43 E. 49th St., N.Y. 17. 





ready reference 
to have your firm listed call Plaza 9-7722 


COLOR PHOTO SERVICES 


Davis * Ganes 
Color Correction and Retouching of 
Transparencies, Dye Transfers & Carbros. 


Flexichrome Coloring 
516 5th Ave., N.Y. 18 MUrray Hill 7-6537 





SERVICES 
Ways’ Standard Viewers 


For viewing color in transparencies correctly 
William P. Way 
Chappaqua, N. Y. 


SILK SCREEN PROCESS 
Jaysee Display Advertising, Inc. 


Quality reproduction. Posters and displays. 
12 E. 12th St., N. Y. 3 OR 5-7280 


Masta Displays Ine. 
20 years leadership in silk screened 


posters and displays 
230 W. 17th St., N.Y.C. 


TYPOGRAPHY 


The Composing Room, Inc. 


Advertising Typographers 
130 W. 46 St., N. Y. 


Kline Linotyping Co., Inc. 
Proofs or Type for the Artist, Printer 


or Agency 
146 W. 25 St., N.Y. 1 CHelsea 3-3610 


CH 2-3717 


JUdson 2-0100 








as s 
propucts For tue | | Classified Max Jaikn 
ADVERTISING ARTIST call Plaza 9-7722 Trenaporency Retouching Color Assembly “ 
> op WW. Te ‘ — 
New! Rubber Base E-2 FRISKET 
Given up on prepared frisket products? ARTISTS WANTED Kurshan & Lang Color Service — 
. . , 
works! New E2 Frigket Is OUTSTANDING OPPORTUNITY ExiSTs | 24 Hour Custom Ektachrome processing 
made with a rubber base Duplicating & Dye Transfer Prints 
~ RYE. 4, - IN TORONTO, CANADA — NORTH | jo’ “agth St. N.Y. 17 MU 7-2595 
photographs or drawings AMERICA'S FASTEST GROWING COM. > Se 
ee A et MERCIAL ART CENTRE. Tulio Martin 
sine ec reales toprcotch ‘elon! is the follows | Transparencies 
out injuring your copy. - 
ae asnesive ie P é categories: Layout Artists, Illustrators, Re- 58 W. 57th St., N.Y. 19 Cl 56489 
ready on A wen. Cnty touchers. Modernage 
Sager Hg Fig Bh COMMERCIAL ARTISTS AND CANA- 
the rubber base adhesive 319 East 44th Street, New York, N. Y. 
po mers I pron Rher oad DOLLARS ARE NOW AT A PRE- | Complete Custom Photo Service for professional Ms 
—write for free sample. ee : . photographers, magazines and industry ' 
No. 133—24” x 5 yds. $4.00 roll Write, giving experience, age, approxi- « Developing, printing 
ee OS" 8 ee. TEED Oe mate remuneration, etc. + Airbrushing, retouching 
TOMKINS TELEPAD ART ASSOCIATES LIMITED * Studio Available 
seating @onnties 6 69 York St. If you have a problem 
g agencies and . 7 
studios use the Tom- Tcronto, Ontario Call Ralph Baum LExington 2-4052 
a ; 
pad contains fifty sheets PHOTOGRAPHER, HIGH CALIBRE. desires HISTORICAL PRINTS 
of fine white visualizers position with top notch studio. Excellent Archi 
aided _— Ay fashion and commercial background. Color The Bettmann me ela 
ated sections that have and black & white samples available for in- Old time illustrations on any —e. Events, r 
preprinted areas for spection. Box 1501, AD&SN, 43 E. 49 St., Industries, Fashion, Decors. Ask for folder 6A. } 
nuity. A real time saver! NYC 17. 215 E. 57th St., N. Y. 22 PL 8-0362 - 
$3.50 each $38.50 Doz. 
LETTERING 
FREE: “BROWN INK.” published S LE S N j D'Ami 
nthty, eeps you up-to- jate on ames mico 
the newest ideas for artists. A MA 
Write on your letterhead. ‘4 Comprehensive and finished lettering 
wanted for N. Y. studi 125 W. 45th St., N. Y. Cl 5-8087 
ARTHUR BROWN & BRO ” 
th Aah DAB. We are a well-organized group of John N. Schaedler 
top designers, layout and mechani- Lettering—send for free brochure 
cal people looking for additional 299 Madison Ave., N. Y. 17 MU 2-4448 
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We know your line will do better 
2 












with 
our line! 


MCNAMARA BROTHERS 
of Detroit 


88TH FLOOR PENOBSCOT BUILDING 
WOODWARD 1-9190 





@ our daily collaboration with auto- 
mobile designers keeps us alert. We 
know what they are developing in 
line and form. . . how they think and 
feel about color and texture. This 
close association makes it possible 
for us to produce sound drawings... 
distinctive illustrations customized 
to their specific product. 


This added dimension is apparent in 
our car illustrations. 





LARGEST SUPPLIER OF ART TO THE AUTOMOTIVE INDUSTRY! 


Art Director & Studio News / May 1954 ” 











a way of making movement 
graphic .e. in 
illustrations that are 
specified by 

editors and art directors, 
because their sheer vitality 
delivers their message 
instantly and convincingly 



















fredman-chaite studios, inc. 
62 west 47th street 

new york 36 new york 

plaza 7 = 3131 













